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THE ORGAN OF BRITISH ADVERTISING 


£223.000.000 


issued last week, reveals that 
readers spend in a year over 
£29,000,000 on toilet soap, denti- 

frice and shampoos. The total ’ 
amount spent by WOMAN 7 
readers ina year ononly twenty 

different products for personal 


The fourth WOMAN report, 4 


use is now known to be the : . 


colossal sum of £228,000,000. 


No matter what other media you use, WOMAN, with a world record sale 
far far greater than its last A.B.C. figure of 2,226,725, is unquestionably 
the backbone of your campaigns in 1953. 


toman 


* Cigarettes, Toilet Soap, Dentifrice Shomon os, Winter Coats. Summer Coats, Winter Dresses, Summer Dresse« 
Stockings, Winter Shoes, Winter Boots, Summer Shoes, Sandals, Cc ae. Corselets. Roll-ons. Pantie Girdles, 
Su spender Belts, Brassieres. Chocolate 


Me 


THE BIG MONEY MARKET FOR 1953 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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Mail order ads. 
surcharge plan 


‘an insult’ 


Sim,—The Society of Mail 
Order Traders is apparently pro- 
posing that mail order advertisers 
with years of unblemished trading 
behind them should be obliged 
to become members of their 
Society or suffer the penalty of a 
surcharge of 14-2 per cent on 
their advertising bills as a guaran- 
tee to publishers against “failure.” 

The vast majority of mail order 
traders who have continued to 
advertise and to pay their 
accounts on the nail, in good 
times and bad, will certainly re 
act with some force to any adver- 
tisement manager who insultingly 
demands a surcharge on his space 
because the Society of Mail Order 
Traders considers that mail order 
traders are more likely to default 
than other advertisers. 

However, the N.P.A. may be 
trusted courteously to point out 
that its functions do not include 
the forcible recruitment of mem- 
bers to any society by means of 
surcharges on the bills of those 
who are reluctant to “join the 
Party.” 

R. E. RICHARDSON. 
959 Finchley Road, N.W.11. 


Guarantee fund 
scheme slated 


Sin,--1 hope the N.P.A. will not 
fall too easily for the proposed 
14-2 per cent levy on mai! order 
advertisements suggested by the 

of Mail Order Traders 
'." December 4). Whilst it 
beds them financially, with 
@ther fellow paying the insur 
¢ Premium, this scheme has its 
rs 
Oresee the advertise- 
ment manager taking the line 
“I suppose they are al! right but 


To The Editor.. 


there is always the fund.” The 
greatest likelihood of mail order 
failure lies with the new adver- 
tuser, who places the ad. and 
decamps before the complaints 
come im or the goods go out, and 
it is here that the public can be 
protected by the advertisement 
manager shouldering his respon 
sibility, More thoroughly than at 
present. All too often all he re- 
quires is for the space to be pre 
paid and 4 written statement that 
the goods are there, or, worse 
still, solely the sight of the adver- 
tisement in another journal 

lt also appears that this fund 
will penalise the old established 
trader, so that the Ran = can 
come in with a small contribution 
and ensure his victims are paid 
out of the fund built up over the 
years 

And is mail order the real 
villain? Or is it the classifieds? 
The recent fraud case was ope: 
ated chiefly by the latter means. 
and | would suggest to the N.P_A 
that they clean up the classifieds 
first 

Also, if the advertiser is going 
to be guaranteed financially to the 
reader why not the reader to the 
advertiser? Let's create a fund so 
that when credit payments are in 
arrear We simply go to a fund 
levied on ow owners at 14-2 
per cent. 

T. ALSTON 

Alstons Corsetry, 
Eastbourne. 


Fruit for the 
salesmen 


Sin, One hesitates to criticise 
even a minor aspect of a cam 
Paign as successful as that which 
put Dunhill cigarettes on the 
market. I do feel, however, that 
the sending of a peach to cach 
member of the sales force pre 
paratory to sending them invita 
tions surely commands! -to be 
present at a sales conference and 
luncheon was wholly superfluous 

How fortunate the enterprise 
was deemed merely a “peach” and 
not a “whale” of an idea! 


BHG 
28a Lawrence Road, 


Kent 


that psychology can aid 
copywriting -page 594. 

EXT WEEK Stuart Lewis will 

look at some Christmas posters. 


Branding aid the 
public demand 


Sin, —Mr. Gamage November 
27) has now clarified |.5 position; 
he wants no radical «ange in the 
existing position between branded 
and unbranded mes iandise, and 
he asks me whether | am in favour 
of merchandise being Oranded to 
100 per cent or anything like it, 

1 am io favour o! branding to 
whatever limit public demand may 
require. It is not for Mr, Gam- 
age Or Me {0 regulate this matter 

—it is for the public. If a brand 
gives good value the public will 
demand it. If u does not, the 
public cease to buy i. 

As for the effects on retailing. 
branding means thai goods of 
dependable quality are sold in 
the shops, with 4 maker's guaran- 
tee. It reduces the costs of dis- 
tribution. It gives the retailer the 
advantage of the national adver- 
tising of the branded line. 

The extension of branding 
means that the public afe increas- 
ingly demanding good quality 
identifiable merchandise. 


J. H. VeLvLacort. 
Managing Director, 
Aertex, The Cellular 
Clothing Co. Ltd 
* * 7 


Sin, —The distribution of 
branded goods cert tainly elimin- 
ates price competition between 
retailers, therefore we are left 
with the question as to how the 
shopper will discriminate between 
the different points of sale. 

The answer is surely that it 
stuumulates live retailers to use 
their imagination in presentation, 
promotion and sales service. And 
a little effort in this direction 
especially as regards the last item 

1s long overdue 

FR. Warp 
Lyle & Scott Lid 


Anything but... 


Sirn.—No doubt we should be 
gratified that your correspondent 
Lewis A. Foster (December 4) 
should instance the Olivetti cam- 
paign as employing a “gimmick,” 
but he stretches a point when he 
says that our advertisements pic- 
ture “anything but a typewriter.” 

The objects depicted in our cur- 
rent series of advertisements have 
one thing in common: they are 
all familiar objects tkely to be 
seen on a desk There is thus, 
we hope. a mental association 
with the office, at which point we 
are on our home ground 

r. Foster will perhaps for- 


Bn 
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give me for pointing out that, on 
this score, the Olivetti campaign 
does not fal] within the fairly 
large group of advertisers who 
use irrelevant illustrations to 
catch the reader's eye. 

J. R. Tuwattes. 
Publicity Manager, 
British Olivetti Ltd. 


Offside! 

Sik,--In your issue of Novem- 
ber 20 Stuart Lewis pokes fun 
at the current Worthington poster. 
comparing it with a burlesque by 
Nervo and Knox, and at what he 
calls the unintentionally comic, 
“winsome young goalkeeper 
poised in mid-air. 

As a matter of fact, the laugh 
is on your contributor, for the 
poster in question was produced 
from life and is a photograph of 
Jack Smith, the Sheffield United 
goalkeeper, taken during the Cup 
Final at Wembley in 1936 against 
Arsenal. 

René Evvin. 
W. S. Crawford Ltd. 


Direct mail merger 


Sm,--1 Was intrigued by the 
phrase “Britain's first direct mail 
agency” which appeared under 
the above heading and also in an 
advertisement in your issue of 
December 4. 

If the phrase is to be taken in 
relation to time then I would 
point out that the business of our 
company was founded in 1901. 
by Arthur Chadwick; in 1919 it 
became a fully recognised agency 
handling both press and direct 
mail advertising, and in 1937 
relinquished the press side of its 
business. continuing to function 
solely as a direct mail agency. 

The Direct Mail Centre Com- 
pany was registered on August’ f! 
1946. 


HuGH BOURNE. ° 
Managing Director, 
Chadwick-Latz Ltd 


calling every month on 
every Trade Buyer... 
. .. and staying there 
rr per eae Sere’ Pee 


Specialised 


Trade Journal 
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By choosing the appropriate A.P. Publications 
a space buyer can bring the greatest possible 
influence to bear on any given section of the 
women’s market. By using A.P. Publications 
as a group, he can widen his appeal until the 
entire Home and Family Market is encompassed “i 
—intensively, extensively and economically. 


A F swerfull campaign in temaeloed 


MO? 
WOMAN'S JOURNAL WOMAN'S WEEKLY 
WOMAN AND BEAUTY EVERYBODY'S 
LADIES’ JOURNAL WOMAN'S ILLUSTRATED 
WIFE AND HOME HOME CHAT 
WOMAN AND HOME WOMAN'S WORLD 
HOME FASHIONS HOME COMPANION 
e MY HOME WOMAN'S PICTORIAL * ANSWERS 
2 “3 BESTWAY BOOKS, “| "PICTURE SHOW - ‘ 
sa ¥ ‘ » ~> GOoDd TASTE | WOMAN'S COMPANION 
©. « . MOTHER AND HOME SUNDAY COMPANION 
‘(WORLD DIGEST CHILDREN’S NEWSPAPER * ORACLE 
WELDONS HOME DRESSMAKING POPULAR GARDENING * MIRACLE 
7 WELDONS PRACTICAL ALSO ; , 
.. on “ss YN NEBDLEWORK | ‘NEEDLEWORK ILLUSTRATED 
ARGOSY * QUIVER WELDON’S CATALOGUE OF FASHIONS 


Gok &” aie . 


A. W. BURNETT, Advertisement Directory, THE AMALGAMATED PRESS LTD., LONDON, BG.4* CENTRAL 8080 


. e: 
* ¢. 37 
‘ i 
: NX 
‘4 : , : sah 2 5 — - f 
P : ? Be 
£ Y i. Fi ‘ are 
: ; : ir 
’ = ; ; 7 - 
s ; r 2 4 © 
‘ 3 ] A : 
+. 
m ’ i a +4 
ad . . € 2 *y ae 
~ 5 : : s % 
. 5 7 . A f > : oe 
oo _ : : . i: 
7 * t + 
: : 4 ‘ 
=. & rt 4 4 ee 5: Saete. Pe ae 2 “4 
ee 4 : 
1 oo " 
. on ia ¢ 
7 ho ae 4 
hae 

iG Pree . 

. et < e 
a it. a4 : 

~’ kt z a . 
ae ; 7 
ge" . 

— | 
ae ; a 
ti ei, , re — 

by 9 aS ; , 

. ea oo , 
s | oe J 
. ae ? 
CC ; : - 
7 # { a 4 Mi 
* : ” 
1} 
5 la : 
' 
. Ds 
‘ 
’ 
} 
1 ‘ 
' ‘ 
g t 
‘ 
. 3 i) 
or " 
. a ; ¢ * a 
t Se ‘ ie aca on 
‘| y Pte 
; c . a edba tnd ee 7” a te a 
a fick | nee 
am . . ; ? Pe Bixy * eo BS ae aa ae 
“> Nee ? ; ae 4 ; er. : eee rr Bei: aa, Beri see igi “he 
Ce >, = Bea* Le Oe de a -& ce Ae, 
N ATs 2S Ai es 2 "rr a at te || en. eee ys 


Decemper 11, 1952 


FOR ALL 
“HOME APPEAL” 
PRODUCTS 


A NEWNES-PEARSON 


PUBLICATION 


‘Vol 158 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 
Weekly 


The Organ of British Advertising 


No. 2,059 


"Phone: Chancery 8844 
55/- Overseas 


THURSDAY, DECEMBER II, 1952 


ADVERTISER'S WEEKLY 


FOR ALL 
“HOME APPEAL” 
PRODUCTS 


otes 


NEW NES-PEARSON 


‘Picture Post’ 


trade press ad. 
bonus offer 


Advertisers taking a double-page 
spread in “Picture Post” are 
now eligible for a contribution 


press. 

A condition of this offer is that 
ali such advertising shall be 
used to promote the double- 
page spread in “Picture Post.” 

The offer will continue indefi- 
nitely. George A. Cooper, 
advertisement manager, says: 
“It is made in order that the 
impact of these unique adver- 
tisement spaces may be doubly 
brought to the retail 
trade.” 


Announcing “the most compre- 
hensive offer of large advertis- 
ing spaces ever made in this 
country,” “Picture Post” is 
sending out copies of a pro- 
motion brochure to advertisers 
and agents. Its theme is “the 
double-page spread.” 

All but six of its 24 pages are 
taken up by representative 
spreads, illustrated full size 
and in colour. They show 
how a double-page spread in 
“Picture Post” can be made to 
yield some quite extraordinary 
effects. 


For example: Two in 
colour bled across gutter 
and arranged so that they can 
be turned and read from top 
to bottom like a poster; or a 
double-page in black and white 
with a_ single column of 
editorial running down both 
outside edges, 

Two black and white pages (or, 
alternatively, a combination of 
two-colour and monotone) bled 
on all four sides measure 13 in. 
across 20 in.—giving 260 sq. in. 
of advertisement space. 

In all, it has been worked out 
that by ingenious grouping 
there are nine different ways in 
which full-colour, two-colour 
and monotone can be com- 
bined. 


P.T. off showcards 
Purchase tax has been removed 
from pictorial showcards for 
trade display. 


Commons warning on 
trade terms misuse 


(COMPLAINTS about inaccurate descriptions of goods on 
labels and in advertisements, has brought this warning in 
the House of Commons from the Parliamentary Secretary to 
the Board of Trade (Henry Strauss): 


‘Farmers Weekly’ | 


ad, manager 


Hulton Press announce the ap- 
pointment of G. Hillyar as ad- 
vertisement manager of Farmers 
Weekly. 

Mr. Hillyar joined Hulton Press 
in January 1950 as advertisement 
manager of World Review. He 
was appointed personal assistant 
to F. A. Gray, when the latter 
took over managership of Farmers 
Weekly in addition to Picture 
Post, and became acting manager 
last spring when Mr, Gray left. 


Titled fiancee 
Keith Egleston, whose engage- 
ment to Lady Clarissa Windsor- 
Clive has been announced, is with 
S. H. Benson Ltd. He joined them 
from Oxford three years ago as 
assistant account executive and 
has just returned from America, 
where he spent six months with 
Benson's associates Hewitt, 

Ogilvy, Benson & Mather. 


Aldwych celebration 


The Aldwych Club Christmas 
lunch will be on Tuesday, Decem- 


A NEWNES-PEARSON 


“The Merchandise Marks Act 
already makes the application to 
goods of a false trade inscription 
or the sale of goods to which a 
false inscription has been applied 
a criminal offence. 

“Trade description includes 
any statement or other indication, 
direct or indirect, as to the 
material of which any goods are 
made or produced or as to the 
mode of manufacturing any 
goods. 

“It is, therefore, an offence to 
mis-describe the fibre content of 
textiles, and successful prosecu- 
tions have taken place.” 

Miss Elaine Burton (Labour) 
said: “In retail advertising the 
current misuse of trade terms of 
clothing and household textiles I 
believe results from three causes 
—first, ignorance; secondly, 
carelessness, often coupled with 
negligence; and, thirdly, deliberate 
effort to defraud. Investigation 
shows that by far the greatest 
preponderance comes from the 
second cause.” 


Information cut 
Government home information 
staffs are being cut from 743 on 
April 1 to under 700 by the end 
of the financial year 


Christmas fare 


‘A.W.’ Goodwill 
Number 


Knighting Sir Loin 
at the Column 
Club lunch 


More than 750 members and 
guests of the Fleet Street Column 
Club will witness the “knighting 
of the Sir Loin of beef” at the 
Club’s Christmas luncheon on 
Wednesday. 

To be held in the Connaught 
Rooms, the luncheon wil] have 
a pronounced pre-Coronation and 
civic flavour. The Lord Mayor of 
London, Sir Rupert De la Bere. 
M.P., and his Sheriffs will attend. 

The Club's president, A. C. 
Duncan, will preside, and intro- 
ductions will be made by the 
Club’s chairman, Andrew Milne. 
Once again the Alsatian Revellers 

the Club's own choir—sup- 
ported by Alexander Henderson, 
will render carols. There will 
again be a collection for the Barts 
Christmas Kiddies’ Fund 


of the women’s 
market 


PUBLICATION, 


FRIENDSHIP 
keeps HOME NOTES 
néarest to the heart 


Exceptional 
reader-loyalty pulls 
results which show 
real advertising profit. 


PUBLICATION 
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Ten ‘test towns’ under the microscope 


MARKE 


TING DATA FOR VARIETY 


OF SCHEMES AND CAMPAIGNS 


To provide information on a selection of towns suitable for 
a wide variety of campaigns and tests, the second survey of 
the Population Census, prepared by the Crawford Marketing 


Service 1s devoted to ten test towns. 
I xceicr, 


Bournemouth, Darlington, 


They are Aberdeen, 
Leicester, Newport, 


Norwich, Preston, Worcester, and York. 


Facts provided about the ad 
vertising media in each town 
comprise: newspapers and their 
circulations; poster sites (high, 
medium, and light coverage); and 
cinemas, with their seating capa 


cites and number of shows a 
week 
Other information includes a 


description of the town, popula- 
tion figures, number and analysis 
of private households, main in- 
dustries, princypal occupations, 
ind much miscellaneous informa 
tion, including education, radio 
and television, telephones, motor 
vehicles, public houses and hotels, 
sand market and early closing 
days 

These towns have been chosen, 
it is explained, because they 
exhibit: a sufficiently large popu 
ation to give an adequate 
cross section, yet smal] enough to 
make testing comparatively in 
expensive, a degree of isolation, 
so that the majority of people 
working and shopping in the 
town also live there; a reasonable 
diversification of industry; a 
variety of independent and mu! 
trple shops in each trade; and 
sdequate advertising facilities 


Estimates of success | 
The survey declares: “A test 
town is one in which a new pro 
duct, package or selling campaign 
is put to the test of public 
ipproval. In this way advance 
information is obtained on the 


probable success of a national 


campaign and opportunity pro- 
vided for forging and perfecting 
larger plans 


Where success in the test town 
can be measured in terms of 
sales, a reliable estimate can be 
made of the number of units 
likely to be sold throughout the 
eountry 

“While the type of town re- 
quired as a test areca will vary 
with the nature of the cam- 
paign and the test to be made, 
in every case the people on 
whom the experiment is to be 
tried must be representative of 
the public to whom the ulti- 


mate campaign is to be 
directed. 
“It may be necessary, there 


fore, before launching a national 
campaign, to use a number ! 
towns in different parts of the 
country, each being typical of an 
area. In this way account can be 
taken of regional variations in 
climate, habit and outlook which 
would be missed if only one test 
town were employed. The num 
ber of towns necessary for a par 
ticular test depends upon the 
degree of accuracy required.” 


\.-o-W., Hulton, 
Bemrose link 


Arrangements have 


machine ordered by the News 
of the World Ltd., will be 
delivered to, and erected at, 
the works of Eric Bemrose 
Lid., Liverpool. 

Following this development, 
Eric Bemrose Lid. will be re- 
organised, and control of the 
company shared equally by 
Mr. Eric Bemrose, News of 
World Ltd. and Hulton 
Press Led. 

Eric Bemrose will continue 
as ic and managing 
director. 


New Scotch 
drives for 
dollars 


Scotch whisky publicity in the 


U.S.A, is being stepped up 
Canada Dry are launching a 
major campaign for Johnnie 


Walker, with greater emphasis on 
the trade figure and a new slogan 
Great Scot! What wonderful 
Whisky!" Two main themes 
will be used, one in which the 
trade figure is used alone, and 
another with the trade figure 
against a background of social 
scenes. A 12-month campaign in 
American magazines and trade 
papers has been prepared 
other brands, King's 
Ransom, Scottish Cream and 
House of Lords, are teaming up 
to appear in leading U.S. maga 
vines and newspapers 

Other Scotch whisky adver 
tisers active in the dollar market 
are White Horse, Gilbeys, and 
Harve ys 


*See “Get-up Go see” page 610 


Another 60 pp. 


The 
Woman's 


Three 


number of 
Own on sale to-day 
Thursday) is another 60-page 
ssue containing the announce- 
vents of 82 advertisers, nine of 
which are in full colour 
National advertisers throughout 
the country will this week receive 
i copy specially packaged in an 
mes made from Christmas 
rapping paper, and fastened 
with an embossed gold seal 
The paper is exceptionally gay 


Christmas 


a 


David Allen 
cocktail party for 
Friday The for 
Left to right. Geoffrey A 
A. E. Aylward 
Hallas, director 

and W. FE. D 


& Sons Litd., 


business friends 
Crewe, 


Lintas Ltd.; S. C 
Alle n, 


outdoor advertising contractors, 
gathering outside 


director and secretary, 


held a 
and associates at Claridges on 
didn't deter this jovial group. 
director, Erwin Wasey & Co.; 
David Allen & Sons; C. L 


F. Allen, joint managing director, 
eee 


David Allen & Sons. 


ODHAMS WILL PRODUCE SOUVENIR 


PROGRAMME 


Hat-trick win in 
Mars window 
display contest 


hat-trick 
prizewinner in 
national window display competi- 


lt is a 
first 


win for the 
the Mars 


tion. Two years ago Rex Brown, 
a Peterborough confectioner, won 
£10 in the competition. Last year 
he was awarded a trip to Paris. 
Now he has received a cheque for 
£100 and the Mars silver chal- 
lenge cup 

Presenting them to him at a 


Peterborough Chamber of Com- 


merce dinner, T. Sumner, Mars 
sales director, said: “It is a fine 
achievement He has won a 
reputation, not only for himself. 


but for the city of Pet erborough.” 


‘Woman’ s Own’ 


in green, red On the 
front of the envelope are three 
circular promotion stickers an- 
nouncing the 60-page issue con- 
tained inside 

This is the third 60 Page issue 


and gold 


of Woman's Own to appear in 
the last quarter of this year. “A 
quick glance thr ugh ) its pages 


will show that its claim to bring 


1952 to a triur mphant close is 
more than justified.” says Newnes 
advertisement director, Stuart 


Mander 


E FOR THE CORONATION 


Odhams Press have been 
authorised to produce and distri- 
bute the approved souvenir pro- 
gramme of the Coronation which 
King George's Jubilee Trust is 
issuing on May 12, 1953 

Containing approximately 32 
pages, the programme will be on 
the same lines as that produced 
by the Trust for the Coronation 
of King George VI 

The cover will be embossed 
with the Royal Coat of Arms, and 
the contents will include, in addi- 
tion to photographs of the Royal 
Family and the Coronation 
insignia, a foreword by the Duke 
of Gloucester, chairman of the 
Trust council; “Lines on the 
Coronation of our Gracious 
Sovereign,” by the Poet Laureate 
(ohn Masefield); an article by 
Sir George Bellew, Garter Prin- 


The Wine and Spirit Associa- 
tion of Gt. “— (Inc.) have 
appointed the J. Walter Thomp- 
son Co., Ltd., as their advertising 
agents. The agency already act 
as consultants to the Association 
in public relations. 


cipal King of Arms; “The 
Queen's Majesty,” by Dr. Arthur 
Bryant; “The Life of the Queen,” 


by Dermot Morrah; details of the 
Coronation procession and route; 
the Form and Order of the 
Coronation Service, with an in- 
troduction by the Archbishop of 
Canterbury; and a genealogical 
table showing the Descent of the 
Crown. 

The programme will be on sale 
from all newsagents and book- 
sellers, the prices of the editions 
being: Home, 2s. 6d.; Australian 
and New Zealand, 3s. 6d.; Over- 
seas, 3s.; and American and 
Canadian, one dollar Profits 
from the sale will be devoted to 
the objects of the Trust: the ad- 
vancement of the mental, physi- 
cal and spiritual welfare of the 
younger generation. 
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Theatre Publicity : 


Three 


directors leave to start 
operating on own account 


HREE directors of Theatre Publicity Ltd., the Rank 
Organisation’s commercial film subsidiary, are resigning to 


operate on their own account. Details of the name and 


the new company—being formed by Ernest Pearl, C. Pearl and 
R. W. Dean—have not yet been revealed, but its activities, it is 
understood, will be in the screen advertising field. 


Clash of May | 


conferences 


Unavoidably the annual confer- 
ence of the Incorporated Sales 
Managers’ Association at Tor- 
quay is being held May 1-4, 
thus clashing with the Adver- 
tising Association Conference 
at Eastbourne. 

D. R. Griffiths, director, 1.S.M.A., 
points out that conferences 
mow tend to be held between 
Easter and Whitsun, and, dur- 
ing that period, they seek to 
avoid both the opening and 
closing of the British Industries 
Fair. Clashing is, therefore, 
difficult to avoid. 

Theme of the L.S.M.A. conference 
will be: “Stimulating Sales 
Efficiency. 


Outdoor men at 
Torquay in June 


The annua] conference of the 
British Poster Advertising Asso 
ciation is to be held at Torquay 
on Tuesday, Wednesday and 
Thursday, June 9, 10 and 11 

*See GUEST COLUMN 
“Plea For A United Front” 
page 590. 


Poster profits up 


General Posting Co. 
show a profit for the year ended 
September 30, 1952, of £30,838 (as 
compared with £20,166). Ordinary 
dividend is again 10 per cemt. J. F. 
Reckie is chairman 


accounts 


Resignations 
Publicity wil 


from Theatre 
take effect from 
January 15, the day that S. § 
Wheeler, British Transport Com- 
Mission's commercia! advertising 
officers, takes over as managing 
director of this and another Rank 
company 

A statement issued by the J. 
Arthur Rank Organisation said: 


The three directors and general 
managers of Theatre Publicity 
Ltd. and Langford & Co., Ltd., 
E. Pearl, C. Pearl, and R. W. 
Dean, announce that they have 
asked to be released from their 
appointments with the companies 
on the expiry of their present 
contracts 


Friendly part’ 


Their reason for this request is 
that they wish to operate in 
future on their own account, but 
they would like to stress that they 
sever their connection on the 
friendliest possible terms 

These resignations have been 
accepted with regret. 


The J. Arthur Rank Organisa- 
tion announces that S. 8. Wheeler 
will assume the managing direc- 
torships of Theatre Publicity Ltd. 
and Langford & Co., Ltd. on 
January 15 


Mr. Wheeler brings with him 
great experience in the advertis- 
ing field. He is resigning from 
the British Transport Commis- 
sion, where he has been com- 
mercial advertising officer since 
1949. He previously held a 
similar position with London 
Transport 


plans of 


Wine window 
winners 


Moira Lister, the actress, pre- 
sented prizes to winners of the 
National Wine Window Displa 
competition, organised by Off- 
Licence Journal, at a Vintners’ 
Hall party last week. 

Winners were congratulated by 
R. H. Rockliff, managing director. 
Practical press Ltd., publishers of 
Off-Licence Journal 


The four aces of wine won for 
M. O. Wyatt of Ashford, Kent, the 
‘Off-Licence Journal” cup as well 
as a special prize given by the 
Importers of Madeira Wine Ltd. 
for the best Madeira wine display. 


The Wine and Spirit 
cup went to N. Wyatt, 
Surrey, for this 


Association 
of Reigate, 
Alpine display. 


TEST CASE OVER THIS SIGN AT SHEFFIELD 


on the 


Wicker Arches. 


decide 
signs § on 
bridges 
will be 


A test case which may 
the fate of similar 
hundreds of railway 
throughout the country 
heard at Sheffield shortly 

Sheffield Corporation have 
asked for the remova! of the sign 
of Thomas W. Ward Ltd. on the 
Wicker Arches, the large railway 
viaduct which crosses the main 
road out of Sheffield to Rother- 
ham, Doncaster and Huddersfield 

They say it is a distraction to 
drivers approaching the bridge 
and offends the amenities of the 
thoroughfare. Wards have ob- 
jected and have entered an 
appeal. 

Signs on other bridges through- 
out the district may be subject to 
similar actions, states our Shef- 
field correspondent 
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PAPER PRICES 
ARE CUT 


Banks, bonds and manifold 
papers, used mostly for corres 
pondence and office administra 
tion, have been lowered by Id 
per Ib. for one-ton lots. 

An important feature of the 
new prices is that the paper mills 
have stated that they will remain 
in force until May 30, 1953. This 
is & MOVe tO promote consumer 
confidence and to tempt buyers 
to order paper in larger quan 
tities, with the firm assurance that 
prices will not be further revised 
for about six months Many 
paper buyers have operated on a 
hand-to-mouth basis. believing 
that further reduction in price 
would be made 

Examples of the new minimum 
mill prices (per ton in each case) 
are as follows: 

Woodfrees (10 tons and over) 
Super calendered and machine 
finished printings, £93; cream laids 
and woves, £98; imitation art 
£95 Ss 

M.G. poster (10 tons and up. 
sheets): £115 17s. 6d. reels, 
£109 17s. 6d 

MG. envelope (10 
up): £74. 

Banks, bonds and manifolds 
General reduction of Id. per Ib 
for one-ton assorted lots 


tons and 


Public relations 


for the Church 


The Rev. Dewi Morgan, press 
officer of the Society for the Propa- 
gation of the Gospel. told the Insti 
tute of Public Relations . 
Church has been in the 
ness for a very long time 
at the beginning it established the 
world’s best trade mark—a Cross, 
and sent out news-letiers — the 
Epistles. Centuries ago Canterbury 
Cathedral and a host of others arose 
as magnificent visual aids.” 

Describing the functions of his 
department of the Society he said 
that the work of F. C. Pritchard, 
Wood & Partners Ltd. in handling 
the Mission to London campaien 
had helped a great deal in the 
acceptance of the need for public 
relations for the Church He 
believed he was the only parson of 
the Church of England who was 
occupied full time on press relations 
wor 


The road back 


Last week's Somerset County 
Gazette was the first 16-page issuc 
since 1939 

The journal tells readers 
the war the road to recovery has 
been up hill. Newsprint is still con- 
trolled and the return to a 16-pager 
basis is still not in sight.” 

There were 20-page issues some- 
times beforg the war, 
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WATT eA Regent Club’s new premises will 


Andrew Milne was guest speaker at a Glasgow Publicity Club luncheon on ent Chats tele ae 
Friday. He is seen here with the president and some of the older members The Regent Club has taken a 


Back row, |. to r., Alex McKenzie 


London 


Quiz cup won by Society 
of Diploma Holders 


Though, as the judge, L. E. 
Room, Advertising Association 
director general, remarked, 
“There is an awful lot in the luck 
of the draw,” the Society of Dip- 
joma Holders deserved their 
victory in the annual Advertising 
Quiz held on Monday at the 
Waldorf Hotel. 

Their score was 86, Regent Adver 
tising Club, holders of the trophy 
coming second with 76. The Pub 
hety Club of London scored 69, thx 
Berks and Bucks Club 65 

Teams were Diploma Holders 
A. D. Davis. H. A. B. Lee, R. M 
Sherer Regent, ¢ Mark Floyd 
Kenneth Pounds, T. G. Hartshorn 
London, Miss 8S. Weinberg, Harold 
Butler, John Skipper Berks and 
Bucks D. Dailey, John Derry 
M. T. Friend 

The questions, set by Apver 
Tisee's Werkty. and drawn for 
each team by Mrs. Murray Milne 
were more of a test of gencral 
knowledge of advertising events and 
personalities, and less technical, than 
mM previous years 


They caught a code! 
Most were serious, such as, “Wh 


city has within the past two months 


decided to perm rdvertising on is 
huses” Who are the advertising 
contractors” This stumped = the 


Others were flippant 
Asked to name sia contributors to 
ADVERTISER'S Wreraty Guest 


Column, Berks and Bucks guessed 
wildly ind ould think of only 
three, but an appeal to the audience 
evoked a chorus of correct rephes 


One team, asked to name the 
chairman of the Code of Standards 
Committee was completely non 
plussed. Its conclusion was that the 
Committee must be something to ck 
with the Advertising Association 
and that the chairman must be F. J 
Robertson! Mr. Room took the 
opportunity to enlighten both the 
team and the sudience 


Jack Firth, W. H. Hamp Hamilton 

Front row, | tor: T. B. Noble, HW. Greenhill, Allan G. Stephen (president), 

indrew Milne, D. C. Gourlay, vice-president, A, Barr, Norman Morton 
and E. L. Yule, immediate past president 


and a comfortable lounge. 

Cecil D. Notley, the club chair- 
man, told Apvertiser S WEEKLY: 
“The club will be taking on a 
new lease of life in Coronation 
year. It will be the first club to 
have premises of this type and 
we hope that group members who 
work in the West End will take 
full advantage of the club and 
particularly its cafeteria service.” 


3-year lease on the house which, 
appropriately egough, ts of the 
Regency period. Legend has it 
that it was once the home of Mrs, 
Fitzherbert. It backs on to the 
house of Edward Shepherd, who 
built nearby Shepherd's Market 
in the seventeenth century, while 
across the road Beau Brummel, 
and in later years, Anthony Eden, 
once lived. 

The ground floor of the house 
will accommodate the cafeteria, 

Norman Groome, who organised which will serve meals at reason- 
the quiz, acted as quizmaster in able prices, and the club office 
the absence of Andrew Milne, donor On the first floor will be the bar, 
of the cup, through indisposition and lounge which will house the 
The cup, with spoons for members — cjyh’s library. claimed to be the 
of the winning team, was presented largest collection of advertising 
by Ivan Luckin, chairman of the  pooks in Europe The basement 


Publicity Club of London, under wil) be used for the kitchens. 
whose auspices the event is held Approximately 3,500 square 
feet of space will be occupied by 
Berks and Bucks eo das The semeindet Gan ioe 
* sub-let into three flats 
. 
Plan Coronation fgg tm ae eT 
. , » 

acquired through a Trust Fund 
displays soon which was organised over four 
‘Coronation displays, big of years ago by the then president, 
small, should be carefully planned J. H. Brebner, and the chairman, 
and expert advice sought ine Commander” Alan. Robertson: 
alltoo-many pitfalls and make a Macdonald Over £4,000 was 

good job, truly representative of this "4/8ed and invested 
historic occasion,” A. J. Symes This fund was nor sufficient, 
editor of Display, told the Berks & however, and this year's president 
Bucks Publicity Club. Frank H. Waters, managing 


Photo: Sheffield Teleeraph and Siar Lid 

As a result of the Sheffield Publicity Club annual dinner and dance, the 
ub has been able to make a gift of £50 to N.A.BS. The photograph 
cthows H. E. Boulter. chairman of the club. handing the cheque to Norman 
Stembridge, Sheffield district steward for N.A.BS.. with J. F. Ortton, club 


secretary, and Laurence Hamblet (chairman of the social committee) 
looking on 


open next month 


MODERN AMENITIES, AND LINKS 
WITH HISTORIC MAYFAIR 


HEN members of the Regent Club move into their new 
premises at la Chesterfield Street, in the heart of Mayfair, 
early in the New Year they will find a first class cafeteria, a bar 


The new premises. 


director of the News Chronicle 
and The Star, has raised a further 
£1,750 with contributions from 
the Bowater Paper Corporation, 
Daily Herald, Daily Mail, Daily 
Mirror, News Chronicle, News of 
the World and The Times. The 
club will leave 19 Buckingham 
Street, which it has occupied 
since July 1928, on December 19 


Leeds 


Good turn-out of 
‘Under 30°s’ 


There was an exceptionally good 
turn-out for the second meeting of 
the Under-30 Club of the Publicity 
Club of Leeds when A. Price and 
A. R. Walshaw of Gilchrist Brothers 
Lid., Leeds, gave a talk on process 
engraving. 

They took their audience through 
each stage in the process of the 
manufacture and use of printing 
blocks, and were specially interesting 
when dealing with colour blocks. J. S. 
Seton presided, and a vote of thanks 
was proposed by J. Dunderdale. 


Northants 


. * 
Spending habits 

D. F. O'Brien, at the first meeting 
of the session of Northamptonshire 
Publicity Club, spoke of the research 
necessary for the success of an 
advertising campaign. 

Discussing spending habits in 
different parts of the country, he 
said that in South Wales the pay 
packet goes straight to the wife 
unopened; in Glasgow, the canny 
Scot opens the packet and makes 
an allowance to his wife; in Leeds, 
the warm-hearted, generous York- 
shireman does the same—but keeps 
more for himself than the Glas- 
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More News From 
The Clubs 


Wolverhampton 
Juniors enjoy a 
debate 


A vigorous debate took place at 
a meeting of the junior section of 
the Wolverhampton Publicity Club. 
L. J. Stallard, chairman of the club, 
took the dual role of chairman and 
referee. 

Four people representing the 
various stages in the production of 
a printed booklet took part: the 
print buyer Peter Gomm, the com- 
mercial artist Gordon Reed, the 
engraver C. Dark, and the printer 
Howard Hill. 

Junior members found the debate 
very instructive because it was 
between four practical men. 


Oxford 


Secret of success in 


* 
America 

Addressing the Advertising Club 
of Oxford, Vernon W. Ely, chair- 
man and managing director of Elys 
(Wimbledon) Ltd., Elys of Epsom, 
and Judges of Banbury, told of his 
impressions of retail methods in 
America, which he recently visited 
in his capacity as leader of the 
British Productivity Team on retail- 


ing. 

He stressed that business manage- 
ment is very carefully studied in 
America. This emphasis on a 
thorough training is probably the 
secret of American success in busi- 
ness, he said. 


Manchester 


Film show at 
Christmas lunch 


One of the features of this year's 
Christmas lunch of Manchester Pub- 
licity Association, to be held at the 
Café Royal next Wednesday, will 
be a film show. 

The film will be “Le Mans, 1952,” 
which was directed by Bill Mason 
for the Shell Film Unit. 

The luncheon is subsidised out of 
the Association’s funds, and will 
cost only 8s. 6d. But it is restricted 
to members. 


Aldwych 
Knotty problem 


“Nabscadger” (as he signs him- 
self) Ulric B. Walmsley has sent out 
a letter with a double-knotted string 
attached to it, doubly to remind his 
fellow-members of the Aldwych 
Club that it is up to them to beat 
the sum of over £1,000 which they 
raised last year for N.A.B.S. 

“All of us notice with pride the 
Club's increased activities in all 
departments,” he writes. “Let the 
Aldwych Club list for N.A.B.S. 
reflect the same liveliness.” 


Covent 
A policeman’s lot 


In his luncheon address to the 
Coventry Publicity Association, the 
Chief Constable of Coventry (E. W. 
C. Pendleton) 4 of the import- 
ance of help from the lic in 
maintaining an efficient police force. 

Edgar Letts, editor, Coventry 
Standard, said the Chief Constable 

“had always offered the Pie his 
utmost co-operation and 
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Anstice Brown farewell lunch 


COLLEAGUES’ 


In the unavoidable absence of 
E. O. Norton, director and secre- 
tary of the Periodical Proprietors’ 
Association, who is senior in 
years of service to amy of his 

“professional brethren” in_ the 
advertising business, Alan Whit- 
worth, director of the Incorpor- 
ated Society of British Adver- 
tisers, presided. 

Proposing the health of Mr. 
Brown, Mr. Whitworth said: “I 
am sure we would all agree that, 
during the many years we have 
known him, and notwithstanding 
that we may have occasionally 
met with a certain wilfulness and 
insistence on having his own way, 
our relationship with him has 
been such a happy and stimulat- 
ing one that we view with the 
profoundest regret the prospect 
of its early termination.” 

Turning to Mr. Brown, Mr. 
Whitworth continued: “We are 
very conscious of the long and 
valuable service you have given 
to the LLP.A. and to advertising. 
We trust that your devotion to 
the interests of the Institute, and 
to those of all who belong to it, 
and the very high principles you 
have consistently exemplified, 
have earned you ample material 
compensation to be enjoyed ws 
ing a long period of Law. 3 
is our earnest wish that mH. 
retirement will be a supremely 
happy one, enriched with mem- 
ories of the affection of the 
friends you made.” 


Unique gathering 


Mr. Brown, responding, said he 
was delighted that he should have 
been, as it were, the reason for 
the officials of so many co- 
operating organisations coming 
together. So far as he knew, there 
had never been a gathering in 
advertising quite like the present 
one, This was the first occasion 
on which the permanent officials 
of trade associations concerned 
with advertising had met inform- 
ally round the table, and, in his 
view, it augured well for the 
future. He would look back on 
the luncheon with the greatest 
pleasure and would like to express 
his appreciation to all who had 
been responsible for organising it. 

Others present were Bernard 
Alton, secretary, Newspaper Pro- 
prietors Association, Drummond 
L. Armstrong, * re designate, 
LLP.A. L . S. Chevallier, 
general cau LS.B.A,, H. R 


C. Anstice Brown (left), retiring director, Institute of Incorporated Practi- 


tioners in Advertising, 


receives a George IV 
H. A. Oughton, in the presence of Mrs. Brown. 


wr set from the president, 
Harold Vernon, a vice- 


president, is seen seated. Mr. Brown was also at. with a suitcase as a 
personal gift from the presidem and three vice-presidents at an 11.P.A. 
luncheon at the Dorchester last week. 


Davies, director, the Newspaper 
Society, N. Harrison, secretary, 
Federation of Master Process 
Engravers, W. J. Leaper, general 
secretary, Solus Outdoor Adver- 
tising Association, H. H. Malla- 
tratt, secretary, British and Lon- 
don Poster Advertising Associa- 
tions, C. J. Morny, L1.P.A., L. G. 
Parker, secretary, Association of 
Specialised Film Producers and 
Display Producers and Screen 
Printers Association, W. G. Ridd, 
secretary, the Newspaper Society, 
and L. E. Room, director-general, 
the Advertising Association. 


W. A. Woolward 


starts new agency 


Robertson & Scott (Advertis- 
ing) Ltd., and W. A. Woolward 
announce that, by mutual con- 
sent, they have terminated their 
association. 

Mr. Woolward is now conduct- 
ing business under the name of 
W. A. Woolward & Co., adver- 
tising agents and consultants, at 
86a George Street, Edinburgh. 
Robertson & Scott (Advertising) 
Ltd., continue business in all 
classes of advertising at their 
present address, 42 Charlotte 
Square. 


. 
LLP.A. entertain 
. . *e. 
Finnish visitors 
The Incorporated Institute of 
Practitioners in Advertising gave a 
cocktail party for 23 members of 
the Finnish Information Associa- 
tion visiting this country under the 
auspices of the British Foreign 
Office. The party included. the heads 
of a number of Finnish Advertising 
agencies. Other guests included Sir 
Robert Fraser, director-general of 
the Central Office of Information, 
and Antno Vantia, press attaché to 
the Finnish Legation. 

In the unavoidable absence of the 
resident, the guests were welcomed 
y Hugh Appleton, vic: 2 

of the Institute, and R Sykes, 
honorary treasurer. 


‘Invaluable 


° b] 
service 

The toast of Mr. and Mrs. 
Anstice Brown was proposed by 
Mr. Oughton and supported by 
the vice-presidents, Hugh Apple- 
ton, Harold Vernon, and Norman 
Moore, all of whom paid tribute 
to the invaluable service rendered 
by Mr. Anstice Brown in build- 
ing the Institute from its inception 
25 years ago to its present 
strength. 

In reply, Mr. Anstice Brown 
referred with affection and grati- 
tude to those who had been 
leaders in the work of the 
Institute during his long period of 
office. In particular he referred 
to the example of voluntary 
service set by P. de G. Benson, 
the Institute's first president. and 
each of his successors in that 
office including those present at 
the luncheon. He also referred 
personally to the several founder 
members present and said how 
pleased he was that so high a 
percentage of the women members 
of the Institute had found it pos- 
sible to attend. He went on to 
outline briefly the essential prin- 
ciples and standards of profes- 
sional practice on which the 
work of the Institute was based 
and after referring to the help he 
had received from the chairman 
and members of the council, he 
Paid special tribute to the 
Institute's staff and Miss E. M. 
Speller who had been associated 
with him for more than 23 years. 
Many messages were received 
from organisations at home and 
overseas. 


Newspaper finances 


Associated Newspapers (Daily 
Mail, London Evening News, and 
Sunday Dispatch) is ying on 
January 15 an interim Giviéend of 
74 per cent, less tax, in respect of 
the year ending March 31, 1953, 
on the £2,814,718 Deferred capital, 
as increased by a scrip bonus. 
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V.G. Sherren to 
succeed 


Edgar S. Sibun 


S. Sibea, advertisement 
on of National Trade Press 
since it was formed in 1916, retires 
at the end of the 


year and will be 
succeeded by V. G. Sherres. A 


mroneer in the use of colour adver- 
ting, Mr. Sibun has played a 
prominent role in the growth of 


NT.P. from a 
to the important 
to-day 

Mr. Sherren, 
ment director since June 1948, and 
s director of the firm since March 
1951. becomes advertisement direc 


single-journal firm 
organisation it is 


deputy advertise 


tor with the exception of the 
“Footwear” group, of which H. M. 
Fastwood = remains advertisement 
director 


(See Mainly Personal, page 626) 
* . * 
Miss Sybil Weir has been ap 


pomnted to the board of directors of 
Campbell-Johnson & Swarbrick Lid 
She jorned the ompany in 1949 
previously having been in the pubhe 
relations department of the British 
Medical Asso In 1937 she 
youned the Fas; African Standard in 
and during the war served 


alon 


arob 


with R.A.F. Command public rela 
hhons in Cairo 
* . * 


Following in the 
family tradition 


Three generations of the Sheppard 
family have served Tillotsons News 
papers Lid., Bolton, for more than 
too years. W. Sheppard who took 
over as advertisement manager last 
week succeeds Walter Greenhalgh, 
who has retired after 17 years in 
that position, Mr. Sheppard's father 
was a director, and had completed 
nearly SO years with the firm when 
he dicd in 1934. He had been ad 
vertisement manager for 18 years 
W. H. Sheppard, representing the 
thed generation, joined Tillotsons 
m 1946 and 1s local advertisement 
representative 


* * 
Boswell Davidson, of Glisgow 
has been appointed assistant adver 
tising «supervisor im = Scotlund for 
Carreras Lid 
* * * 
S. Hoare, chic! 


RK. G. information 
officer at the Ministry of National 
Insurance, has been appointed to set 
up a press bureau at the Ear! 


Marshall's office 


the Coronation 


in connection with 


* * 
D. J. Trotter, chief assistant in 
the Brighton Corporation pubheity 


department since 1980, has been ap 
pointed publicity manager it 
Bridlington. He takes up his ap 


pointment on January | 


$82 


Neli Restos has 
Haddon & Co., Lid., as senior copy 
writer He was previously with 
tondon Press Exchange Lid. and 
has also been with Lambe & Robin- 
son Lid.. S. H. Benson Lid., and 
before the war, Lintas Ltd. 

Another newcomer to Haddon’s 
‘rederick lowe who has 
He has pre 

years with ¢ 


joined John 


joined 
viously 


as visualiser 
been three 


Vernon & Sons Lid 


Mr. D. S. Semanayake, Prime 
Minister of Ceylon. Sir Warry 
Brittain, and William Aitkea, M.P., 
Daily Express,” at a cocktail party 
given by the Associated Newspapers 
of Cevlon Ltd. 


* * * 


A. N. Shand (Simson Shand Ltd 
and the Shenval Press Lid.) has 
resigned from the chairmanship of 
the national committee of the 
Monotype Users Association, a 
position he has held since 1945 
He is succeeded by Capt. Charles 
Birchall (Charles Birchall & Sons 
tid.) James Wilkes Junr. ames 
Wilkes Ltd.) has been re-elected 
vice-chairman, 


Edgar S. Sibun 


~ Copywriter mey 
oppose Attlee 


An advertising copywriter will 
probably be = " tees opponent 
at the next el 

He 1s Richard ‘Hornby, who 1s 
with the J. Walter Thompson Co.., 


Lid. West Walthamstow Conserva- 


tives have provisionally selected 
him as their prospective candidate 
and he will probably be formally 
adopted at the meeting next 
Tuesday 

Mr Hornby has been with 
J.W.T. for a short while. Before 
that, he was for about two years 


on the sales and advertising side of 
Hudson & Knight. Ltd 


Educated at Winchester and 
Oxford, he was for two years a 
history master at Eton. From 1941 
to 1945 he served with the King’s 
Royal Rifles An amateur foot- 
haller, he has played for Pegasus 
und Oxford University. Now is 
secretary of a Chelsea youth club 
He is W, and married 

At the last clection, Mr. Attlee 
had a majority at West Waltham 
stow of 11,547 votes 

a * * 

G. 8. L. Davis, of Vernon Lock 
Ltd.. is joining Norbury Printers 
Lid. of Manchest n the new 
year, as sales manager for - the 
provinces and the north. He was 
previously with Bemrose & Sons 


in London 


Ltd., 


W. H. Gollings, managing direc- 
or of W. H. Gollings & Associates 
Ltd, sailed for News York in the 
Queen Elizabeth” on Monday. He 
plans to move on almost immedi- 
itely to Montreal and Toronto, 
Aficr Christmas in Bermuda, Mr 


Gollings will return to New York 
, further business discussions, and 
will sail for England during January, 


\ farewell luncheon party was 
ranged by Fleet Street friends, 
ind held in a private room at the 


For further information please write to: 


Bristol Restaurant last Friday 
Among those present (left to 
right, foreground) were: Harold 
Fish (Daily Telegraph). Alfred 
Solomons = (Dail) Herald), A. 
Harris (Evening Standard), H. 
Gollings (with «4 “Not Wanted on 
Voyage” label, which was auto- 
graphed by al! present), Leon 


Goodman, F. Searle Austin, R. E. 
Simms and A. H. Melsaae (Argus 
Press) 


Head of Advertisement Depa: 


t,B.B.C. Publ Broed 


Nei Renton 


» Lhe Listener 


Average Weekly Net Sale (A.B.C. Jan-June 1952) 131,832 
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Sybil 


Weir 


D. G. MeLacklin has Sienlead 
contro! of Gordon West & McLack- 
lin Ltd. following the resignation of 
Gordon West, and the business is 
now being continued under the title 
of Douglas McLacklin Studio Lid 
G. E. Atkinson has been appointed 
a director and will continue to 
represent the art studio and photo- 
graphic section: and Stanley Payne, 
formerly with a London advertising 


agency, is representing the free 
lance artists together with Mr 
Atkinson. 

* * * 
Anclifle R. Prince. cditor of 
Power Laundry, conducted the 


Laundry Industry Operatic Society 
in “Madame Pompadour,” last 
Thursday and Friday at Battersea 


Town Hall, and on Saturday at 
Poplar Civic Theatre. Playing the 
leading comedy part was George 
Aubury, advertising manager of 
Isaac Braithwaite Lid.; Kathleen 
Crothall, of Power Laundry’s \ega! 
department, was “Mimi,”’ and John 
Gillies, of the News Chronicle, was 
in the 


chorus. 
Obituary ' 
A. J. Hibbert 


Hull Publicity Club has lost onc 
of the best presidents it has ever 
had through the death of Arnold J 
Hibbert at the age of 64 

He was a man of many and varied 
interests. It was, perhaps, as in 
after-dinner speaker and entertainer 
that he was best known. He was 
one of Hull's best impromptu 
speakers, and his humorous mono 
logues were ever in demand As 
an entertainer, his fame was not 
only local, for he had broadcast 
from the old B.B.C. relay station in 
Hull 

By profession he was an insurance 
broker, being a principal in the 
firm of Richards, Hibbert & Co 
whom he helped to establish in 1919 


G. H. Milln 


G. H. Millon. — with the 
Osborne-Peacock Co. Ltd, oom. 
since 1940, died last weck. 
was 71. 

He started his career in the jute 
industry in Dundee before establish- 
ing his own advertising agency in 
Glasgow, later joining the now 
defunct Imperial advertising agency 
in the city. Mr. Milln had a long 
association with the Publicity Club 


of Glasgow, of which he was a 
founder member. and was for a 
time lecturer for the advertising 
classes 


ting House, Portiand Place, Loedon. W.1 
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Every week one family out of every 
three in Great Britain reads the Sunday 


Pictorial. For, with an average net 
sale of 5,046,640, the Sunday Pictorial 
goes into millions of homes all over 
the country. It is read by every adult 
member of the family on the best ad- 
vertising day of the week —the day 
they have time to read advertisements 
at leisure, and sales messages sink in. 


Space in the Sunday Pictorial is ex- 


ceedingly economical, too. Compared 


with 1939 its square inch per thousand 


rate has increased much less than that § u n d a y ao i 1 t re ] r i mn i 


of any other Sunday newspaper. 
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Getting maximum benefits 


from Patra research 
seo printing industry ix failing to take advantage of the 


discoveries of research. 


Dr. G. L. Riddell, director of 


research, Printing, (Packaging and Allied Trades Research 
Association, said, at} the annual meeting last week that the 


problem of getting research results applied was perhaps the most 
important task facing Patra to-day. 


ask them 
companies 


All members should 
selves whether their 
possessed the proper machinery 
for deriving maximum benefit 
from Patra, he said. Among the 
steps taken by Patra to make the 
results of its research better 
known. he mentioned the travel 
ling exhibition of their printing 
work, and the courses for litho 
graphic overseers, and also for 
st stafls of member firms on packag 
ng and package tesung 
An additional printing liaison 
fficer will shortly be appointed, 
ind Patra is planning an open 
week when its laboratories and 
work can be inspected 
Dr. Riddell said he would like 
to see Patra in a position to 
undertake the production of text 
books 
During question time at the 
innual meeting, one Member sug 
gested that, with only 325 mem 
hers of the Federation of Master 
Printers as members of Patra, the 
r had “missed the boat,” and 
t the membership of Patra was 
: dangerously narrow basis 


Provincial exhibitions 
Iilletson, chairman of 
replied that steps were 

» taken to counter this danger 

ong them the holding of ex 

ns in the 

the luncheon following the 

annual meeting, the retiring pres: 

1. J. 3. Astor (The Times) 

that during his four years 

presidency, the income of Patra 

had grown from £42,000 a year 

to £71,0000, and the staff from 
Ww ” 

Col, Astor 


provinees 


was replying to the 
toast of the Association proposed 
by S Walter Akers, dir 


Imperial Chemical 


eclor ot 
research 
Industries 
In proposing the toast t 
president, Mr Tillotson men 
tioned that during the 
Exhibition 
in January, The 
Review 
Packaging suppiemen! 
He said that donatio 
ding Fund 
wresponding grant 
Department of Scent tific 
Industria Research 
Practically ninely per 
eApense n building the 


laboratories To-day 


Packaging 
held in London 
Times Week 

would publish a 


o be 


fogether 


nvolved 


they were 


Send 


CIRCULAR DISTRIBUTORS LTD. 


some £17,000 short of the overall 
target figure. If every member 
who had not already contributed 
would give now a sum equal to 
one year’s annual subscription, 
the Building Fund would be 
squared 

Sir Guy Harrison is now presi 
dent in succession to Col. Astor, 
who becomes a vice-president 
Mr. Tillotson remains chairman 
of council until the next annual 
meeting, which is being brought 
forward to July 

Before and after the luncheon, 
which was at the Connaught 
Rooms, members were able to 
inspect an exhibition of Patra 
research in many fields, including 
inks, blocks, colour print, corro 
sion, and _backaging problems 


When Santa Claus 
‘pulls’ best 

That Father Christmas “pulls” 
best if he makes special visits to 
a store is the opinion of G. I 
Timmins, publicity manager and 
director, Roomes Stores, Up 
minster 

By comparing sales: with no 
Father Christmas; with Father 
Christmas every day but without 
a cave or similar attraction, and 
w Father Christmas making 
special visits, he has found that 
the last is the real “money spin 
ner” for the modest store 

The arrival of Father Christ 
mas at Roomes was the subject of 
in illustrated story in The Rom 
ford Times recently. For Christ 

is Week he will be at the store 
very day 


new Biro tube card is 
ws the same theme as all the 
hackground is 


maroon, with 


ep maroon with blue and white 


/ ; 


itn TOWNS 


appearing 
Biro ) 
white and bla ettering The 
stripes ( 
designed and placed i 


London and Pr 
Christmas displa: 
Road showroom. § 


Creda range of products. It 


vincial Wholesalers 
be put in the window of their Tottenham Court 
Simplex Electric Co. Ltd. installed this one for their 
includes 
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Lid. asked for a “really festive 


electric cookers, water-heaters, 


irons and fires. 


‘Woman’ readers’ preference for 
three brands of toilet soap 


Readers 0 Woman spend 
£29,200,000 4 | toilet soap, 
dentifrice and st poos, accord- 
ing to the latest commodity report 
issued by Odhams 

This sum made up of 
£17,900,000 on toilet soap, bought 
every week by three-quarters of 
readers: £6,900,000 on dentifrice, 
bought by three-quarters of 
readers “Ver month; and 
£4,400,000 on shampoos, bought 
monthly 7 cent of 
readers 

Three brands of 
outstandingly pope 
Woman readers -ach 
about 1 § of the 
age expenditure « et soap is 
Is. 7d. weekly and the 25-44 age 
group spends most, with Is. 8d. 
weekly 

Preference in dentifrice reveals 
three leading toothpaste brands, 
one of them being bought by 85 
per cent of readers, one brand of 


ict sOap are 
with 
holding 


irket. Aver- 


round. It 
country. 
flag is 
rising) Lid., 


THROU 


for booklet giving full details of “* o— available 


LEIGH STREET, 
aber HOUSE, 


LIVERPOOL 1. 
215 221 REGENT STREET, LONDON. 


solid dentifrice, and one brand of 
powder. Younger readers (the 
16-24 age group) prefer tooth- 
paste. Average monthly expendi- 
ture on dentifrices is Is, 10d. a 
head. 

Age has a big effect on sham- 
poo buying—44 per cent of over 
65's never buy them, and there 
is a Sharp drop in buying after 
the age of 44. 

Powder shampoos are tWice as 
popular as liquids, and are five 
times more popular than cream 
shampoos 


% 

‘AD. BAN FORCES 
GAS PRICE UP’ 
Gas Board chiefs want the 

Ministry of Fuel and Power to 

lift the ban on promotional ad- 

vertising on the ground that it is 
forcing up the price of gas. 
then the North West Gas 

Consultative Counci!] met in Man- 

chester last week, Major W. O. 

Copeland, a Warrington indus- 

trialist, complained that the 

Board's operating costs were 20 

per cent higher than they should 


D. P Welman, chairman of the 


Board, said the national ban on 
advertising by the Ministry had 
affected them far more than it 
was hitting any other industry, 
and was removing their capacity 
for competition. There were cer- 
tain things which affected elec- 
tricity and coal on which they 
could all co-operate, but com- 
petition must be maintained over 
a great field. They would remain 
fettered hand and foot until they 
were rid of the ban on advertis- 
ing and promotional services 


(ROYAL 8861) 


(REGENT 1081) 
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SPORT 
& 


COUNTRY 


states the facts 


+ 


80-1"). of 


SPORT & COUNTRY 


subscribers are farmers 


On average, each farmer 


farms 591 acres 


owns over 
§ motor-vehiclestt 


A searching enquiry conducted among the subscribers to SPORT & COUNTRY provides the facts detailed 
in a new promotion piece entitled “ SPORT & COUNTRY STATES THE FACTS.” This establishes that 


80°1°, of SPORT & COUNTRY subscribers are farmers of the highest calibre.t Information on acreages, 


mechanisation and stock is given in detail. A copy of this publication will be mailed to advertisers and 


their agents in the near future. Lf, meanwhile, you would like a copy dispatched to you personally, please advise ; 


CRAHAME E. BISHOP: ADVERTISEMENT MANAGER: SPORT & COUNTRY - 195-198 STRAND, W.C.2 
(Telephone: TEMple Bar 5444) 


+ Breed and agricultural societies, farm institutions, agricultural machinery and equipment makers, livestock 
shippers, ete., bring SPORT & COUNTRY’S total agricultural readership up to 84.8°,. 


tt On every 100 SPORT & COUNTRY farms there are 133 motor-cars, 117 trucks and station wagons, 312 tractors. 


i. a ee MN eS ee Looe Re = . eer "7 ein “ 7 
* ¥ , ; ' ; : “e i i es ie 
: s 
a x ie 
o i$ Es 
fe. ‘ ( ‘ pe 
Bh aie A 4> 9 
— ih, 
oe 
i F 
i ae ; 
he oe ‘ 
i 3 % : 
fos eS 4 : case 
— ae SS, 
“ beg TS Fi ANNI fe ee 
rs e Z | ae 
er a _ 
te Ai : Po - 
Se e 
a = . if 
e 4 1 PO i . 4 
a : e 
, RST -— 
Fy Pe b 
* * . > 
*: * = i a 7 
uF . 5 a 
hy Beara as ee 
. ey nm 
t . R's ' aS. eB 
: te. sit cc 
‘ * a a 
"7 “pa : f . 
* a ' ie 
* oD bee ‘ 
pir: "a - a 
aod 25 oe 
mS : eo 
eis, 7 a eu ee 
.t = ae se 
A : : i 
a PA) fi 
Bes a 
ied . ae , 
be a i: 
5 } ‘- My 
+f i" eA S 
Tee ae 
eae ee 
a ‘ ' : Be 
Eee eo 
Biches tee 
Be ays ha 
i 4 Lear, | i 
a: eae 
Bt ie 
Bae Dc] rh 
ee mai) os 
, = — 2 a 
' —-: 
; * moe Ve 
, ; : Bue 
: as 4 were 
i Ge ia 
rs ee iat 
Sais i (a 
. “ a0 thy 
<< t + \ 
: } 
4 Be es 
. 7 :% 
* he 
: mae 
# Vee & 
= ‘ 
se Cee oh 
¥ i ee a , — . . - alg * 
> a — . <> . ‘ ~ . ‘ 'S le 
J oe eet“? Pee ea ere: (oc: 97) a “Yaegpe PG: ae “ih id “¢ | 


ADVERTISER'S WEFKLY 


Trolley-bus 


ad. veto 


Huddersfield Town Council has 
turned down its own passenger 
transport committee's recommen- 
dation that advertising should 7 


permitted on the outside 
trolley -buses. 
Ald H A Bennie Gray 


chairman of the committee, sa d 
they expected an additional 
revenue of between £2,000 and 
13,000 a year 

Cr. Cecil Shaw 
that the total annual 
from trolley-buses was between 
£400,000 and £500,000 and any 
extra revenue from advertisements 
would only be a fraction of one 
per cent of the total 

He contended that the posting 
vf bills on the outs de of the buses 
would lead to a deterioration of 
the pain work. This would result 
in mereased maintenance costs. 

One councillor said that the 
Parks Commitice spent a good 
dea! of money in trying to 
beautify the town and it would be 
ncongruous for trolley-buses to 
be disfigured by adverlusements 

Ald. Gray said that when 
applications for increased fares 
had come before traffic commis 
ants had always 
allowed adver 


pointed out 
revenue 


sioners, the applic 
been asked if they 
tisements on their 
did not lke advertisements on 
trolley-buses, but several towns 
had been forced into that position 
n order to get support for appi 
cations for increased fares 

The voting was 29 to 15 against 


sdvertisements 


vehicles He 


. . 
Poster sites which 
° 

brighten the road 

That posters help to brighten 
the amenities of a Ne ghbourhood 
was contended at a public inquiry 
at Salford last week into Corpora 
tion retusals to allow posters on 
sites in Bolton Road and Chapel 
Street, Salford 

James Bicakley, managing 
director of the Manchester Bill 
posting Company, replying to a 
suggestion that one of the hoard 
ings would deprive a narrow 
street of light at night, said one 
road Was so dark that women 
were afraid to use it. Hoardings 
erected gave a reflected light and 
made it much more pleasant 


. 
Research into 

consumer demand 

J. R. N. Stone, director of the 
department of applied economics 
at Cambridge addressed — the 
Market Research Society last 
week He told them of the 
research being carried on at the 
University into consumer demand 


586 


b) ° 
World’s biggest © 
. 
toy fair 

Toys and novelties designed for 
Coronation year will be featured 
at the 4th Harrogate Toy and 
Fancy Goods Fair from January 
12-16. This will be the first trade 
fair to be held in Coronation 
year. 

The fair will be the biggest yet, 
the products of nearly 700 British 
and overseas manufacturers being 
displayed in some 300 stock- 
rooms Five large Harrogate 
hotels will house the fair—the 
Cairn, Old Swan, Grand, Majestic 
and St. George's. 

Included in the exhibits will be 
replicas of the Coronation coach. 
Coronation souvenirs will range 
from combs, baby-rattles, beakers 
and dominoes, to plaster busts 
of the Queen and the Duke of 
Edinburgh. 

Toy firms from all over Britain 
will be represented at what is 
claimed to be the largest toy fair 
in the world. There will also be 
several exhibitors from overseas. 

Prices this year will be lower. 
It is estimated that £2 million 
worth of firm orders originated 
from last year's fair. 

Dick Simmons is chairman of 
the fair’s publicity committee and 
Herbert Harris is press officer. 
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‘Bottles’ as packs 

“My goodness! What a good 
idea” is the slogan used in this 
seasonal window display at 
Thresher and Glenny's in the 
Strand. Pint and — half-pint 
‘bottles,’ holding anything from 
a stud to a pullover, are being 
used as packs 

The display, together with 
direct mail literature, has been 
designed by Willing’ s Press Ser- 
vice Ltd. 


Lights and a 


landmark 


A public inquiry is being 
held to-day (Thursday) into 
an appeal by Whitbread’s 
against refusal of the City of 
London planning authority to 
allow certain illuminated signs 
on the “King Lud” public 
house in Ludgate Circus. 

Main arguments which the 
authority has forward 
in support of its action are 
that Ludgate Circus is “un- 
doubtedly one of the City’s 
landmarks remembered by 
visitors from all over the 
world,” and that the illumia- 
ated signs “overlook the pro- 
cessional route to St. Paul's 

athedral.” 


C 


Dormy dealers are ad. conscious 


Another big manufacturing 
firm is Using its house organs to 
nake dealers conscious of the 
help they are getting from the 
firm's advertising. 

It is Wormalds & Walker Ltd., 
f Dewsbury, makers of Dormy 
blankets. 

In Dormy, the quarterly house 
magazine that now appears in new 
format, John Kirwin, sales pro- 

‘ion controller, discussed the 
work of the firm's agency, Erwin 
Wasey & Co. Ltd. Entitled 
“Meet the Wasey Boys,” his 


iriicle introduces Colin Laird, 


agency director and account 
executive, and other agency per- 
sonnel. 

Dormy News, the firm's four- 
page “newspaper,” includes illus- 
trations of two blocks supplied 
free to dealer advertisers, and 
also an article on how to make 
displays that sell the goods. 

Recalling that the 
blankets were advertised as 
“Dormy” Blankets for the first 
time on October 7, Dormy News 
claims that the public are buying 
them in increasing numbers every- 
where. 


firm's 
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Press pictures 
of the year 


The Encyclopedia Britannica 
awards for the British press pic- 
tures of the year were presented 
on Tuesday. 

The fifth annual competition, 
it was organised in eight cate- 
gories—portfolios of ten pictures, 
picture sequences, news, sports, 
feature, descriptive, high speed 
and colour pictures. 

Award winners were: 

Portfolio; A tie between— 
Leonard ¢ Laking (London 
News Agency) and William 
Barrett (Daily Graphic), who each 
received a Plaque of Merit and 
50 guineas. 

Sequence: Bert Hardy (Picture 
Post), illuminated diploma and 
75 guineas; honourable mention, 
Jack Esten (/llustrated), illumin- 
ated diploma 

In the following categories the 
awards were Ist—illuminated 
diploma and S50 guineas; 2nd— 
illuminated diploma and 25 
guineas; 3rd—-illuminated diploma 
and 10 guineas. 

News 1. Charles Dawson 
(Planet News), 2. Cecil Phillips 
(Planet News), 3. H. P. Andrews 
(Planet News). 


Sports: 1. Malcolm McNeill 
(Sunday Pictorial), 2. Charles 
Holliday (Sport & General), 


3. Stamley Warburton (Edinburgh 
Evening News) 

Feature: 1. Malcolm McNeill 
(Sunday Pictorial), 2. Herbert 
Imlah (Aberdeen Journals), 3. 
George Greenwe!! (Daily Mirror). 

Descriptive; 1. Russell Adams 
(Gloster Aircraft Company), 2. 
David McLellan (Daily Mirror), 
3. Jack Curtis (Reveille). 

High Speed: \. Stanley Devon 
(Daily Graphic), 2. J. Manwaring 
(Daily Graphic), 3. G. C. Moore 
(Temple Press) 

Colour: Reuben Saidman (//lus- 
trated), honourable mention, E. 
Howard Symmons (Studio 
Graphis) 

Each of the above also received 
a copy of the Britannica Book of 
the Year for 1953 

The judges were Percy W. 
Harris, nominee of the Royal 
Photographic Society: Geoffrey 
White. British Press Photographer 
of 1951; T. H. MacArthur, of 
London News Agency; H. J. 
Deverson, lately picture editor of 
Picture Post; and John Armitage, 
London editor, Encyclopedia 
Britannica. 


. 
TOPical 

Five local advertisers tied up with 
a competition in the Brighton 
Standard \ast week featuring the 
film “Top Secret.” 

The competition occupied half a 
page. The remainder was taken up 
by five advertisements cach starting 
with the word “Top” in 60 pt. 


ENLARGEMENTS 


OF ROYAL PORTRAITS for display purposes 
No increase in print 
Telephone Waterloo 6544 or write for price list to: 


CARLTOGRAPH DEPT. 


COR 16 .» Carlton Artists Ltd. 44-50 Lancaster St. London, $.£.1 


charge 


for Coronation work 
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aa 
Sabie. 
Go adie 


THE INFLUENCE OF the provincial press is an accepted fact; men 
and women who have been taking the same newspaper most of 
their lives depend on it for local information, and respect the 
opinions and the advertisements they read in its columns. There 
is an intimate relationship between the newspaper and its 
readers. In the prosperous North-East, where thousands are 
earning good money, THE NORTHERN ECHO and NORTHERN 
DESPATCH, both published in Darlington, inform and advise 


the thrifty 
for well spe 


Leeds Office: 
11, ALBION PLACE, LEEDS 1. TEL.: LezDs 24998 


ERNEST LUMSDON: 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, £.C.4. TE! 
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t 
th) tans 
r cy with Nees 1 ns 


= ‘ =n ren bi 


the people, and the advertisements they publish strongly 
influence buying habits. 

In prosperous provincial regions all over the country, you will 
find Westminster Press newspapers. There are 36 altogether, 
each enjoying the confidence of a public with big spending 
power. For a comparatively small appropriation you can ad- 
vertise in the ‘Thrifty Thirty-Six’: when you do, rest assured you 
are telling your sales story where it will have the greatest effect. 


All the Thrifty Thirty-Six are members of the A.B.C.) 


London Advertisement lrector 


CENTRAL 3265 


Manchester Office: 
MIDLAND SANK HOUSE, 26. CROSS STREET, MANCHESTER 2. TEL: BLACKPRians 3930 
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: The DAILY HERALD is read by the 
serene \ W. cream of the wage-earners, repre- 
oo )\ senting a market of 6,750,000 men, 
>» women and children. More than 53% 
of these DAILY HERALD families 

do not see any other national daily. 


~@ 
4\ 
The purchasing power of wage- 
earners has risen by more than one 


third since pre-war. =| 
‘ eae” W952} 


During the period January-August, 

1952, 6,101,000 wage-earners in a 

score of different industries enjoyed 

further increases totalling well over 
—~+ £100,000,000 more cash per annum. 

a é = S In about half of the homes of DAILY 

av acer |" emer! HERALD readers there are two 
> \* wage-earners. 
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The tremendous purchasing power 
of DAILY HERALD families is 
confirmed by the new survey which 
shows that they spend over 
£40,000,000 a year on eleven house- 
hold commodities alone. 


These indisputable facts make it 
clear that the DAILY HERALD is an 
investment for 1953 which you 
cannot afford to miss. 


DAIL 


HERALD 


E. H. HULL, ADVERTISEMENT DIRECTOR, ACRE HOUSE, LONG ACRE, 
LONDON, WC.2. 
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COMMENT 


TRUST THE PRESS 


At the fifth annual conference of 
the Institute of Public Rela- 
tions, irate members severely 
criticised newspapers “which 
refuse to publish public rela- 
tions material unless it is ac- 
companied by advertising.” 

Such sweeping statements should 
not go unchallenged indeed 
they did not-for they are 
based on nonsense. It is very 
doubtful whether even the 
smallest journalistic enterprise 
would lay down such condition 
on the acceptance of NEWS. 

But, of course, it is with the 
awessment of news value that 
the trouble begins. Who 
knows a story when he sees 
one? The journalist or the 
public relations officer? 

There can be little doubt about 
the answer. 

Too often the publicity man is 
concerned only with securing 
mentions for his product. That 
is the “news” he wants to see 
in print. 

Sneaking it in 

Surely the true picture is a little 
different from that painted at 
the Institute's meeting. What in 
fact frequently happens is that 
the P.R. man sends to news- 
papers material which should 
appear in the advertisement 
columns. 

This can be bad for both adver- 
tising and public relations: bad 
for advertising because space 
which should be paid for might 
be given away; and bad for 
public relations because the 
average newspaper would 
despise the publicity man for 
trying to sneak something 
through. 

Sir Miles Thomas has sound 
advice for P.R. men. “Trust the 
press,” he says. “Give the press 
the facts. What they do with 
them is their affair, If you 
distrust the press, the press will 
distrust you.” 


P.R. TASK 

When Huddersticld Lown Council 
decided not to allow advertise- 
ments on their trolley -buses the 
fatuous suggestion was made 
that they would damage the 
paintwork. It might equally 
well have been argued that they 
would protect the paintwork! 

But there was no one to put the 
real case and show in detail 
how the ratepayers had bene- 
fited in other towns where a 
more realistic attitude has pre- 
vailed, 

There was a job for public reta- 
tions for advertising. 


SW) 
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WRITER of this column 

two weeks ago was led to 
comment “advertising has few 
friends” and “industry regards 
it a8 a necessary evil.” 

So far as industry is con 
cerned, I think each advertising 
medium can be left to make its 
own case, having due regard to 
the complementary aspects as 
well as the evident differences as 
between one medium and an 
other 

But, with the public, I contend 
he approach of all advertising 
nterests must, at least, avoid the 
clement of decrying other adver- 
tusing media than one’s own, if 
justice is to be done to adver 

sing as a whole. Otherwise, | 
fear that the effect in the long 
run must be harmful to al! 
idvertising interests 


* * * 


1 realise that pres¢ editorial 
policy must be determined 
regardless of its own advertising 
policy. Obviously, however, it 
yet can influence the reaction of 
the public in relation to any 
particular form of advertising 
and, therefore, it behoves the 
press in relation to its editorial 
side to extend to all advertising 
nedia the same degree of impar 
trality 

My particular concern in rela 
tion to the public is, however 
that of poster advertising The 
very nature of poster advertising 

uch that its impact on the 
public is an ever-present one, 
which renders it vulnerable to an 
extent requiring that the utmost 
care be taken to avoid causes for 
complaint 

1 am not one who contends 
hat there should be no statutory 
control of outdoor advertising. It 
Ss, IN My View, an essential part 
f town and country planning 
The fact that, other than in rela- 

on to Scotland, the effect of the 

esent national contro! of adver 
sements after four years Is not 
sceepted as satisfactory by the 
ndustry does not alter my view 


* * 7 


The extreme inconsistency of 
treatment by planning authorities 
ind Ministry alike baffles us, but 
s only to be expected when 
questions of amenity are at 
ssue without a precise definition 
“amenity” for the specific 


J GUEST COLUMN by A. E. Aylward 


purpose of the ¢ ol, or any 
direction to the a: $ to recon- 
cile their decisions with the 
economic and commercial factors 
nvolved 


There is, however, an aspect 
of amenity in relation to poster 
advertising for which We in the 
poster advertising industry have 
ourseJves to blame if we fail to 
take heed. I refer to the recon- 
struction of poster advertising 
stations to accord with present 
day requirements, and to the 
regular maintenance of hoardings 
and posters displayed on them, 
in keeping with the high stan- 
dard at which my issociation— 
the British Poster Advertising 
Association-—-aims 

It is a matter of pride that such 
a standard was set long since, 
and that. had it not been for the 
frustrations of war and the post- 


war d fficulties connected with 
materia] and labour, the task of 
reconstruction would have been 
completed before the existing 


@ The promotion of the use of 
wool throughout the world will 
benefit as the result of an 
Australian Government deci- 
sion to advance £43,000,000 
to the Wool Board. 

@ The Wool Board and the 
International Wool Secre- 
tariat will get together to 
plan “the best way to safe- 
guard wool in competition 
with other fibres.” There 
will be a_ bigger-than-ever 
campaign for wool in 
Britain 

®@ Signs of recovery from the 
recession in gas sales are 
reported in the North-West. 


Extensive new am paigns 
for gas appliances will 
follow the anticipated lifting 


of the ban on eas sales 
promotion 

@ Inside news of the Radio 
Luxembourg listenership 
survey (full details of which 
are to be published next 
week): Two of the three top 


director, David Allen & Sons Ltd.; president, | 
British Poster Advertising Association. 


To-morrows TOPICS 


Control of Advertisements Order 
came into being. 

Those difficulties have eased, 
and obviously it would be a dis- 
service to outdoor advertising, 
not to Mention advertising as a 
whole, to leave well alone so long 
as the planning authorities or 
advertisers do not complain. In 
the main. the work of reconstruc- 
tion has been pursued vigorously 
and is self-evident. To those 
few who lag behind, however. the 
Coronation next year with its 
influx of visitors will, no doubt, 
prove a spur. 

. * 

I commenced this article with 
the thought of all advertising 
interests Presenting a united front 
to the public and thereby serving 
the cause of advertising in 
general. 

I conclude with the thought 
that all those of us who operate 
poster advertising businesses must 
play our part to the full in pre- 
senting that united front. 


pulling commercial _ pro- 
grammes put out by the 
station for British consump- 
tion are among the cheapest 
broadcast—both are dance 
music 

@ Renewed attempts are to be 
made to persuade Parliament 
to legislate against the use of 
loudspeaker vans for advertis- 
ing. Southport Council has 
protested that by-laws sug- 
gested by the Home Office 
are difficult to enforce. The 
matter is to be taken up by the 
Association of Municipal 
Corporations. 

@ It is understood that a very 
big advertising campaign for 
the British carpet industry 
is under consideration by 
the British Carpet Manufac- 
turers’ Federation. It is 
likely this will be handled 
through the International 
Wool Secretariat. 
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\ OST visualisers, given half 
4724 chance, want to produce 
something really new. And yet 
most advertising is not in the 
least new; its gambits are well 
worn, its eflects are customary, 
its total persona has the un- 
challenging expectedness of an 
old triend. What happens to 
frustrate the artist, and who is 
to blame? 

The visualiser may feel that 
his art director is hidebound; the 
art duvector will think the account 
executive is timid; the whole 


Ihe Frujade articles demon- 
strate how a team of experts 
would plan an advertising scheme. 
Ihe hypothetical product, t rujade, 
is an new fruit drink in tablet 
form. 

The series began on October 
23 with a “brief” to the “Ad. 
Weekly Advertising Agency” by 
R. 5S. CAPLIN. On November 
20, PETER RAY, FSA, pre- 
al his designs for the packs. 
Hloward Wadman, who is creative 
controller at Greenlys, has con- 
tributed articles on the creative 
approach and on the copy. 

tarly in Jageary, J. HGR BB, 
associate director and = studio 
manager, Rumble, Crowther & 
Nicholas Ltd., will discuss the art 
work, process engraving tech- 
niques and typography required 
to complete the advertisements 
from Mr. Wadman’s visuals. 
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Howard Wadman’s scribble shows that he had from the start a 


fairly clear idea of the elements required in the layout and their 
relative importance. The visualiser, Neville Eldridge, has taken “a 


very wooden arrangement 
reproduced below, “made it dance. 


ent” and, in his design for an 1! inch triple 


Visuals must express the 
sparkle of the product 


speaks her language and serves 
her purposes 

[hat is where the copywriter 
comes into his own, but whereas 
siyic and dash are qualities 
proper to a layout man, huma 
nity and commonsense are more 
useful to a copywriter. Layout 
may shine, but copy should giow. 
When a layout is clever, every- 
body can see it is clever, but when 
copy i good only the cash 
register——and perhaps another 
copywriter—will know how good 
it 4s. 


* * 

What I have asked for, then, 
in the Frujade visuals, is oot 
startling originality but a clear 
and bright expression of what the 
product IS, and some suggestion 
ot the poetry behind it--tne fee 
ing of high summer, of thirst and 
its quencaing, of sparkling elle: 
vescence and tinkling ice OI 
course, We won't get ail those 
hings im an ¢eieven inch triple, 
but there is no harm in asking 

You will see from my gwa 
scribble that 1 had a fairly clear 
lea of the elements required in 
the layout, and their relative 
nportance, but the visualiser 
Neville ld dge of Greeniys) 

is taken this very wooden 
irangement and made it dance 
Ihe result looks simple and 

us enough, but practically 
ything there has been the 
ubject of discussion, and even 

w not all the problems have 
solved. 

One of the things that was 

ed out and had to go was the 
iwning at the top of the layout 
Ihis was Meant to suggest sum 

gaicty and also act as a 
to cut off outside interrup 
The fact that it was illogica 
elation to the hand did not 


ter, for logic is at a discount 
idvertising design, but it just 
\ In't work. It did not explain 


and you can't afford puzzies 
¢ mass market 
he hand throwing a Frujade 
nto the glass is our br 
t t ’ le » for demon 
i VV OOVIOUS GeVice or oeme 


ng What Frujade is and 


I believe a layout should 
ire itself at the earhest pos 


(Turn to Page 594) 


In this fifth article “of the Frujade series, 
Howsrd Wadman discusses and presents 
visua!s for av 11 inch triple and an 8 inch 
doubie. ‘“What | have asked for’’, he writes, 
“is not sturtliny originality but a clear and 
bright expression of what the product IS, 
and some suggestion of the poetry behind it 
—the feeling of high summer, of thirst and 
its quenching, of sparkling effervescence 
and tinkling ice.” 
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Thirsty ? Here comes 


; FRUJADE 


tablet 


The glorious NEW sparkling 
fruit drink ina concentrated 
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What every firms 
stationery buyer should have 


Here is a quick, convenient way to help you select business envelopes. 1/x a ELS Gonuais Gane Gee 


Pirilex-bound catalogue of sample ‘River Series’ envelopes is a 


sensible and practical means of assisting you in your choice; it is sent to 
you free on application, together with a size chart. 
The full range of ‘River Series’ envelopes (in terms of the different 


sizes and papers available) totals over two hundred and sixty. It is there/o 


OGM CUT 908 ADOTIONAL HEC URITY 


quite certain that you will be able to find all the envelopes that 


your firm may require, for any and every purpose. * River Series’ envelopes have 
several distinguishing features — smart, modern“ square cut” appearance, 
generous gumming of flaps, wide over-flap of seams for 

additional security — and all are made from best 


quality British papers. If you will please complete 


and post the coupon below, we shall have A TUCK LAD “#08 UNSEALED MAN ING 


great pleasure in sending off the 
“River Series’ Catalogue 
and size chart to vou 


straight-away. 


einen 


WHEREVER YOL 4? 
You wil find that ‘River Series’ enve 
are easily obtainable and speedily delivered. 
local Stationer and Printer will readily arrange suppli« 


WU OAL” THE MODERN METHOO OF ame 


PIRIE, APPLETON & CO LID - CHADWELL HEATH MILL - ESSEX ver 
Please send me your Pirilex-bound catalogue of the ‘River Series’ { 
range of envelopes, together with the size chart. 


4 Product of 
Pirie, Appleton & Co. Ltd. 
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REVIEW OF ADVERTISING 


S' 


Ja doctor went to Hastings 


AD 


$94 


Joctored Copy 


A doctor of psychology went to Hastings to tell 


by Copytaster 


travel agents about advertising. Copytaster read 


what he had to say, and wept! 


If the agents follow 


the advice of the doctor what happens, asks Copy- 


taster? 


taking hashish or something ol 


told a conference of the sort. Frankly I can't de- 
travel agents about the psycho cide which audience gained 
shortcomings of their more benefit from its experi- 


logical 


sdvertising' 
in undergraduate dressed 


week 


himsell 
ind 


Heretics 


Frujade visuals aim to catch 


e moment Beg 


on 
cack 
n th 
th 
Britis 
I he 
1 


the freshest drimk there i" 


up 4s a4 
lectured the 


ence! There has been no re 
port of what the undergraduate 
Turkish doctor had to say, but the doctor's 
Oxford lecture was fully reported 
joys of — here (November 20) and | read 


And im the same 


Club on the 


sparkle of the product 
Continued from page 592 


mers whe like question which | believe is nearly 


ttle mysteries Which i!ways present in a reader's mind 

r only solve by study t she has become at all interested 

ad. have yet to discover 1 the ad, namely, “What sort of 
ndifference { the people use this product?’ 

R It you pitch your answer just 

i ameo of 4 garden 4 te above her actual level of 

yd the glass answers a circumstances, she will have no 

fithculty on identifying herself 

with the people in the picture 


I $s why you put your product 
1 a Slightly idealised context 
And this is not cynicism; it +s 

essential recognition thal we 
ire dealing not with fully rationa 


gs im a rational world, but 
with other dreamers he ou 
es 
Kut we ate not there yet In 
sure about the circular dises 


subsidiary sketches 
holds the bits 
ther but will it work agains 
effect of sparkle which is 
sential? Ought there to be 
older display for the price 
( iidn't we ’ and so on 
Quite a lot of stages, and not a 
¢ wrestling go to the making 
good eleven-inch triple 
Ihe eight-inch double 
first attempt to see how the 
vgn might develop. It repre 
a " a simplification of the 
its that will be both permis 
when the nature of Frujade 
een explained, and imper 
when we have to pipe down 


iiying the 
grey tone 


Visual 


ir spaces 
ViNde f j S ' the way, the elements here 
reve ‘ f « ones we shall have to give 
pmenits rf “ iy poster artist. but that's 
diese story 


“Nothing,” he answers. 
and waits in his shop and nobody comes near him.” 


“The client sits 


it and wept Ihe objective of 
travel advertisements,” the 
travel agents heard, “is to 
reach customers in 4 receptive 
attitude, to make a propitious 
impression and then to hold on 
to that advantage until sale ts 
achieved.” Such language! 

A little later they were told that 
the psychologist can give the 
sdvertiser five maxims for mak 
ing advertisements effective 

1) Appeal t ‘ nterest 
i?) The employment of some 
novel devi o attract 
attention 
4) Brevity and 
the message 
4} Appeal to emetions rather 


than reason 


simplicity of 


(5) Positive nstructions to 
rite UAE ¢ ro secure 
action or a tavourable 


slate of mind 

Really' | am so staggered by 
the profundity and originality of 
these “maxims” that | am think 
ng of lecturing on the physiology 
of healing to the next British 
Medical Association conference 
with five maxims such as these 

(1) Aeep the heart beating 

2) The emplovment of som 

lrastic device to induce 


the lunes te eain air 

4) Quickness ar sumplicity 
ff the treatnn 

4)Operate on patients 
heart, not h ad 

8) Positive inst m to the 
matient to tak s med 

ne like an r at least 

cultivate a curative state 
of mind. (Pr ibly by 
saving = ft ries each 
morning Every day, in 
every way lm getting 
hetter and better.) 

After these “maxims” the lec 
turer complained travel 
advertising is Monotonous, “Copy 
should describe those exciting 


things that lie beyond the pro 
duct—the pleasures to which it is 
only the key. If y suy a ticket 


to go abroad s not the bit of 
paper you want, no ist trans 
portation What vou w int is the 
flight trom self to fresh fields 
New scenes, out-of-t it experi- 
ences with all the emotional 
benefits that w esult from 
em If you are ng health 
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ray 


\s 


SY 


4 


Js it possible that you're 
waiting for Wiss Gloria 
Carol Hughes ? 


Cocktail are far from ber asiud Six. She 
heard the good news and dashed off to 


heome some uadir~ of (antyiom send Lane Sie! 


women is a rishy 
page 58%.) 


Humour for 
husiness. (See 


giving relaxation, it is More 
effective to say in your adver 
tisement Why not spend the 
summer in Paradise”? than Beau 
uful Bellagio beckons you!’ 

This is precisely what every 
cub copywriter joyfully believes 
when he is set the task of writing 
travel agents’ advertising, Lyric 
ally he pictures for his readers 
the romance of being abroad. the 
jov of waking up to find oneself 
living a brand-new life in a brave 
new world, the quaint cafés, the 
habbling fountains, the scent of 
mimosa, and all the rest of it 

And what happens nex’ 
Nothing happens. The client sits 
waiting in his shop, and nobody 
comes near him. Maybe a hun 
dred or even a thousand people 
are persuaded to go abroad that 
summer, but they don't ask his 
help. They go to those sordid 
and boring travel agencies that 
talk turkey in their monotonous 
advertisements about the low 
cost of travel if you go under 
their wing, the comfort of hotels 
the spring mattresses on the beds 
the courtesy of the couriers, and 
the clever arrangements for enter 


taining the customer Thes 
respond no, to advertisements 
with a “novel device to attract 
attention” but those that say 
boldly and clearly This is about 
your holiday abroad. This is al! 


about tt. so settle down and start 
reading.” “Brevity and simplicity” 
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Stuarts do good advertising— 


are responsible for many lively 


successful campaigns 


Come and see how we work 


Telephone Mayfair 92565 


and ask for the Managing Director 


STUART ADVERTISING AGENCY LTD 37 


among our clients: ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 


PARK STREET LONDON W1 


LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HAL, SIMPLEX AND CREDA 
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ADVERTISER'S WEFKLY 


A regular 
advertisement in 


THE 
» |} ILLUSTRATED 
LONDON 
NEWS 


will bring you 
business... 
and it may 
well be 
Dig business 


W J COWAN 


Ingram Howse 


4DEERTISEMENT MANAGER 
Strand london W.C2 
Temple Bar 5444 


195 19 


David KITCHING, Northern Representative 
$, Chapel Wath 
Te lephone 


Vanechester 
rars 4109 


596 


Advertising 
eee 


Review o 


—continued 
a 


C opviast 


are by no means the bAcys to the 
customer's heart, for a person who 
thinks of going abroad ts anxious 
to read every word he can find 
about it Hundred f words! 
In small type! 

This isn’t just my theory; it is 
solid, proven fact. Ask any copy- 
writer of experience. Best of all, 
listen to a copywriter who has 
tried both kinds of adve:tisement, 
and seen them measured the hard 


way. with coupon dscast 
orders as the yardst He will 
be glad to tell ou » knows 


about travel adv but he 
wouldn't presu ivise you 
about your ment es 
. . 
Too MUCH has written 


already about the wisdom of 
using humour in wo s adver 
It has been d success- 
fully by Jaeger’s, and | suppose 
the Bisto Kids could be called 
humorous Marmite too, has 


tising 


been using some copy that stands 
with hesitating feet whe funni 
ness and whimsy m« ut most 
| advertisers leave h ur well 
alone 
So we must con ilate the 
makers of Pesco underwear on 
their courage even w we mar- 
vel at the pawkin of their 
humour In reprod on you 
will not see thar be the head- 


line in S-pt ryt ics, are 


the word “imagina * which 
certainly make ’ yause to 
think Is this the ilent of 
Michael! Arlen’s “S erdine 

that lovely lady.” or merely a 


way of saving “A > characters 
in this advertisement are imagin- 


Christmas is not Christmas 
without a ( Boxo Dates » 


ee ee eal 


« - 


ary? lhe prose-poem is not 
too bad, perhaps, but the really 
stunning sentence, next to the 
name-block baffles me: “And 
Pesco undies have a fabulous 
reputation for driving all other 
thoughts from a woman's mind.” 
For some reason I can't get away 
from a mental picture of women 
being so tickled to distraction by 
their underwear that it drives al! 
all other thoughts from thei 
minds, Obviously the advertise: 
means something else, but what 
can it possibly be? 

These are little points, of 
course, but the whole thing per 
suades me more com-lectely than 
ever that in a woman's market 
to be funny is to be brave 
beyond the call of duty. 

* * * 


ISN'T THIS advertisement for 
dates a joy' It will be many 
a week before we again see such 
a skilfully planned layout My 
copy of the News Chronicle did 
it proud as far as printing was 
concerned, and I enjoyed every 
bit of it. There was a time when 
1 would have shuddered at the 
rather unnatural way in which 
the boy trots out selling points 
about natural sugar and fresh 
fruit, but it is now well known 
that readers find nothing odd 
about this kind of thing 

I shall be surprised if 1 find a 
happier Christmas advertisement 

* * * 


Overheard in New York: “O/: 
he’s a terrific copywriter—the best 
I ever knew. A real three-ulcer 
man.” 


ee Eo = eink te a0 
i% 
; 43, - 0. 
P ws 
| ; 4 fs a » 
| : 7 .. 
| . ER ee 
> i | 2 a > ; 
om ! : p 
| — | ‘Va 
cl eA wy = AS 
a ov exclaw % , . ah Ha 
|) —:, « st , Ae 
is | . e? Ses 
| | | reps Et 
P f % eee Oey ree et ager at 8 ne tere? = 
: " | | } ar ni, Tage Eg? 2 
4 | ie Ve 
: oe \( Se ; ott 
| wo) ‘4 4 > an 
: 3 - 
| | “= Wain Dorit forget your 
| y A Box oDates | 
“ ; Hl | | Z of,* XO ; 
ie H 
. oe } | | 
- i | | 
F | | 
| | | 
i | 
| | P 
| a | 
. | a ! 
Stee | 
a. 4 } | ri 
| | 
,— 
. EEE | —— 
| : a 
———o—ee Pp | 
ee eS a ae Ag eh ae — ae . 2 i ae . ‘ Fags g : ; : 


Decemper 11, 1952 


Crackers Christmas or crackers cata- 
lytic ; for private pleasure or industrial 
use—Tycoons buy both. And here are 
some of the distinguished companies 
which find The Economist the cheapest, 
most effective way of tempting the 
Tycoon’s purchasing propensities : 


SCHWEPPES ; COVENTRY CL!MAX ; RUSSELL 
& BROMLEY; ANGLO-IRANIAN OIL CO. ; 
THE LISTENER ; HENLYS ; B.O.A.C. 5 
DURALUMIN ; PERFECTOS CIGARETTES ; 
SIMON ENGINEERING GROUP; DANISH 
TOURISTS BUREAU ; HARRY FERGUSON LTD. ; 
DRY FLY SHERRY; 1.C.1.; SMITHS WATCHES; 
BROWN & POLSON; LIFE MAGAZINE; LARRA 
CIGARS; T.C.A.; CHLORIDE BATTERIES ; 
CRAVEN TOBACCO; BRITISH THOMSON- 
HOUSTON ; REMINGTON TYPEWRITERS ; 
MARCONI; SUNDAY TIMES; TELEPHONE 
RENTALS ; PLAYER'S NAVY CUT TOBACCO ; 
PETER SPENCE & SONS; OLD ANGUS WHISKY; 
CABLE & WIRELESS, DAKS SUITS; COLVILLES; 


5 


T.W.A, ; LOTUS SHOES ; SHELL CHEMICALS ; 
HUMBER LIMOUSINES ; MOND NICKEL ; LA 
TROPICAL CIGARS; DAIMLER CARS; TUBE 
INVESTMENTS ; DUNLOP TYRES; VICKERS ; 
ABDULLA CIGARETTES ; HAWKER SIDDELEY ; 
MONSANTO; WHITE HORSE WHISKY; BRUSH 
ABOE GROUP; B.E.A.; PLESSEY ENGINEERING, 
CLYDELLA; PYREX; AUSTIN; ENGLISH 
ELECTRIC; MOSS BROS.; MULLARD; JAGUAR 
CARS; IMPERIAL SMELTING; CANADIAN 
PACIFIC ; CIMENT FONDU; A.C.V.; REED 
PAPER GROUP ; K.L.M.;, FERRANTI RADIO; 
SWISSAIR ; PRITCHARD WOOD & PARTNERS ; 
ALBRIGHT & WILSON; W. S. CRAWFORD; 


ADVERTISER'S WEEKLY 


UNICORN LEATHER CO. LTD.; SCHLUMBERGER; 
WILMOT BREEDEN; GLENFIELD & KENNEDY; 
GOODYEAR TYRES; MARLEY TILES; FALKIRK 
COOKERS ; A.B.1, ; CATESBYS ; BX PLASTICS; 
CARRON ©O,; ASSOCIATED LEAD ; CHUBB; 
METROVICK; BURROUGHS ADDING MACHINES; 
SEGARD & CO.; DECCA RECORDS; BOWATER: 
IMPPRIAL TYPEWRITERS ; E. B. BADGER & 
SON. ; CLIFFORD BLOXHAM & PARTNERS; 
THAMES BOARD MILLS; DICTAPHONS; 
BO\POLDIA; TAN-SAD; FISON'S PERTILISERS; 
SAMSON CLARK; AVON TYRES; MANCHESTER 
GUARDIAN; NATIONAL CASH REGISTER CO.; 
FINANCIAL TIMES; FRIGIDAIRE; NEWTON 
CHAMBERS; PLAYER'S 'NO.3 ; BURY FELT, etc. 


The Economist 


22 RYDER STREET - LONDON SWI: WHITEHAL' 1511 
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“ITPYHERE'S nothing = new 
under the sun” is the 
usual plea of the purveyors of 
advertising corn (though there 
are some who deliberately and 
properly cultivate corn). Per- 
haps there is nothing new in 
the absolute sense, but it is 
nearly always possible to devise 
advertising that seems to be 
new, or 1s new in a particular 
context 
Seen in this light the printed 
advertising of Abbot: Labora 
tories May not be new, since 
Lewitt-Him applied the technique 


3 PRINT REVIEW 
by 
Brian Hilton 


of impressionism to the illustra- 
tion of leaflets about medical 
drugs way back between the wars 
Nevertheless. the leaflet that 
describes D)-Paralene, Abbott's 
product for the treatment of hay 
fever, will strike the majority of 
doctors as being quite different 
from anything to which they are 
accustomed. Nobody else amongst 
the scores of manufacturers who 
try to produce advertisements 
that will penetrate the doctors’ 
pre-occupation with the jobs in 
hand has had the imagination to 
employ Salvador Dali to whet his 


Salvador 


Dali is not a popular artist. 1 
would hesitate to use him in the 
daily press unless I really wanted 
to ride a tiger into the family 
circle. But doctors are different 
because (a) they are likely to have 
become almost impervious to the 
dull presentation so often thought 
to appeal to them because it is 
“dignified,” and (b) they are 
educated men and women. They 
want the facts straight, without 
selling copy. Burt the advertiser 
still has to stay the hurried hand 
that sorts the morning mail with 


something that will make the 
doctor say: “Hullo! What have 
we here?” 

This art Abbou Laboratories 


have developed. They use it to 
some extent in all their literature 
The Di-Paralene leaflet has on 
the cover a characteristic Dali 
painting of a man struggling 
through a field of pollen-bearing 
plants carrying painfully on his 
bowed back the burden of an 
enormous nose. Another painting 
inside relates the nose to time and 
a relieved and happy man; the 
nose reposes on a clock face and 
the man is gaily tripping round 
it. The text is simple and factual, 
references are given for 
clams made, Typography is 


Dali cuts the corn 


equally simple. There is a head- 


spearhead 
a 


He is not a page in a brilliant retinue of pages . . . glanced at and, 
if he is very lucky, listened to for a few seconds before he is 
turned over. For here is a salesman who won't be shut up. . . 
who stays on the job from dawn to dusk, day in, day out, 

week after week, impressing your sales ge on th ds of 
prospective customers thousands of times a year. 

Truly, posters are the perfect medium for making a permanent 
impression. Whether you are considering a single strategic site or a 
country-wide campaign, the Mills & Rockleys organisation would 
be glad of the opportunity to advise and co-operate in your plans. 


Poster displays 

in and around 
Bristol, Cambridge, 
Cheltenham, Coventry, 
Derby, Doncaster, 
Gloucester, Hull, Ipswich, 
Leicester, Luton, 
Mansfield, Northam pion, 
Norwich, Nottingham, 
Oxford, Peterborough, 
Taunton, Torquay, 
Weymouth, Worcester 
and 150 other towns 


2 
MILLS & ROCKLEYS 


ove 


POSTER PUBLICISED IDEAS GE! HOME 


Meias & 1 CKLBYS LIMITED 21 QUEENS ROAD COVENTRY 
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READER’S DIGEST GUARANTEES 
850,000 FROM APRIL— 

cost per 1,000 5 A I 

down again! 


How advertisers gain from 
soaring Reader’s Digest sales — 
and conservative guarantees 


UR first circulation guarantee was for 
400,000 in 1950—remember? 

So our guarantee of 850,000 monthly average 
net paid sale from April 1953 means that sales 
will have more than doubled in three years ! 

Rates, of course, must go up. But every year 
the real cost, the cost per 1,000 circulation, has 
been kept down. (This is something few other 
magazines have been able to achieve, as a com- 
parison between 1950 and 1952 will show.) Next 
April our page rate rises from £445 to £535. But, 
even on the conservative figure of 850,000, the 
cost per 1,000 still goes down, to 12/7d. 

This guarantee, on which our new rates are 
based, is deliberately cautious. And past 
guarantees have been exceeded, each year, by 
actual sales. Advertisers cannot lose, and in 
practice have gained substantially — this autumn, 
for instance, they are getting about 100,000 more 
circulation than they reckoned on. 


Special bargain in full colour 


From April, the rate for a 4-colour page will be 
£625 — only 17°, higher than for black-and-white. And better value than 
ever, because the cost per 1,000 circulation falls from 16/5d. to 14/9d. 

But to make colour more attractive still, full-colour bookings made 
before January Ist will run at present rates any time in 1953. On the new 
guaranteed 850,000 circulation, this makes the page cost per 1,000 only 
13, 6d.—and only 22/3d. for a full-colour spread! 

This is a bargain indeed. It only needs (and certainly deserves) a prompt 
decision. 

All advertising — black-and-white or colour — may be cancelled up to 
3 weeks before closing date. 


@ BLACK &WHITE @ FOUR COLOUR 
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AND HOW THEY READ! 


4 


4 
§ 
4 
$ 
5 
The Reader's Digest carries your message to both men ; 
and women people of above-average purchasing power. 
90% of them read it at home. They read it more 3 
thorough an most magazines are read — spend longer < 
reatling it (an average of 2¢ hours), pick each copy up 2 
more often (over 4 times). 4 
The 1952 Hulton Readership Survey showed that no 3 
other maga-ine reached over 4,000,000 readers at such < 
low page « per 1,000. In quality and quantity, this 2 
faithful read: ship will be an even finer investment for the 2 
advertiser in ‘953. ; 


SLPLLLOCOLLLLAOAAA LAPP OPI TS ST 


LIP PPPL PALES PO 


The Advertisement Director The Reader’s Dig est pea y= ve 
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Motor Sport 


THE MONTHLY MOTORING MAGAZINE | 


Published on the 
the Month for over a 


Ist of 


Quarter of a Century 


Announce that on a circulation 


and readership basis they offer 


your client an advertising rate 
that is the best value of any 
Motoring Journal in the Country 


GUARANTEED CIRCULATION 


ses 56,000 ~m- 


the 
Audit Bureau of Circulations 


Members of 


Advertisement and Editorial 
Offices : 


|} are 


15/17, CITY ROAD, LONDON, 


Telephone : MONarch 8944 


} out 
| and new ones subst 


TEESDALE PUBLISHING CO. 


| with plastic 


600 


Print Review—continued 
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‘To the last dot and comma’ 


line or two in a script which 
although narrow enough to be 
stylish is most legible Sub-heads 
in Gill Extra, and text in 
Garamond, wel! spaced 

* * . 


G. B. Equipments are getting 


| behind their dealers with a sell- 


ing plan for sma!| cine-Cameras 
and projectors They have pro- 
duced a mailing scheme all cut 
and dried for the dealer. They 
tell him about it in a very clever 
folder The cove s a blow-up 
of a section of births, marriages 
and deaths columns from a news- 
saper, and over it is printed 
boldly in red “These people are 
G.B.-Bell and Howell camera 
prospects, Mr. Dealer!” 

On the inside front cover is a 
letter from the firm to the dealer 
explaining how to follow up the 
prospects. Tucked into a wallet 
are cight sales letters, All the 
dealer has to do is to compile a 
mailing list from the classifieds 
and send them to G.B. with a 
sufficient number of his own 
letterheads G.B. will prepare 
the letters, match in names and 
addresses, supply and iddress the 
envelopes so that al! the dealer 
has to do when he gets the letters 
back is to sign and post them, 
together with leaflets. The dealer 
is also reminded that he should 
send a reminder ten days later, 
and a second follow-up in a 
further fortnight 

Could = dealer support go 
further” This is a job. the 
dealer should do for himself, but 
most shop-keepers have forgotten 
how to plan selling, if indeed they 
ever knew Manufacturers are 
finding they have to do the sell- 
ing themselves, down to the last 
dot and comma 

G.B. have found a_ useful 
approach to the problem of get- 
tng a mailing list, of per- 
sonalising the shot, and of enab- 
ling the prospect to act without 
departing frd& his normal buying 
habits, whether he lives in a 
small town or a large 


7 . * 


PRINT their 
logues themselves on 
R30 machines, and make an 
excellent job of them in four 
colours. The designer makes full 
use of aiur-brushed vignettes, 
which the small litho machines 
reproduce so well. A Christmas 
catalogue is printed on Mellotex 
Cartridge, 58 Ib. dc. but the 
same Plates are used to print a 
series of leaflets on cheaper stock. 
Sebel bind their loose leaf pages 
rings very similar to 
rings used for the 
chickens. This enables 
of-date pages to removed 
ited 
* * * 

AN ATTEMPT to sir 
ance statistics he ordinary 
man has been made by the 
Sentine! Insurance ¢ n a book- 


live 


Sesel toy cata- 


Rotaprint 


the coloured 
legs of 


fy msur 


for 


let and series of folders. Apart 
from decorations on the covers 
this materia! contains no illustra- 
tions, and though neat it is not 
typographically distinguished. 
Here comes the debatable point. 
The fact that these pieces of 
print are not dressed up as slick 
salesmen may contribute to their 
usefulness to the person interested 
in insurance. He gets the figures 
without any feeling that he is 
being high-pressured. On the 
other hand he may not get the 
impression of the Sentine] Co 
that they would like him to have 
that it is big, experienced and 
a leader in its field. In other 
words, he might welcome the 
figures but use them as a check 
on other figures obtained from 
competitive companies who put 
more weight behind their pre- 
sentation, One can, I think, be 


++ 


PUSH FROM BEHIND 


HERE'S NERVE and imagination 
(and money). The first list of 
H.M.V. long play records has a 
neatly decorated front cover prin- 
ted in bright red and black. The 
back cover has the same design 
and almost the same wording 
printed in maroon and black. A 
separate working for a_ back 
cover (colour is used only 
these two covers) is rare. 
body evidently believes 
back cover is a good position ! 


a little too Plain Jane to attract 
interest. A shade more “design” 
in this literature would have 
lifted first-class copy into the 
front rank. 

* * * 

A LANDSCAPE OCTAVO booklet, 
handsome in peacock green and 
black, with the lovely chunky 
Gill Extra for headlines and 
Times for text, announces the 
move of Simpkin Marshall, Ltd., 
the wholesale booksellers to their 
new home in Marylebone Road 
But though pictures are shown 
of Simpkin Marshall former 
homes, right back to 1814, there 
is no picture of the new premises 
Why? Are they ashamed of 
them, like a distraught father 
who keeps a mis-shapen son 
locked in a top room of his 
house? Maybe the premises are 
not photogenic, or are difficult 
to get at to photograph But 
there are plenty of artists who 
could have given Simpkin a pen- 
cil sketch lovely in itself 

* * * 

ANOTHER PHOTO that is lacking 
is one that ought to be in a folder 
about the Bylock Victor safety 
iron. This iron has a large hee! 
on which it can be up-ended be- 
tween bouts of ironing. A sketch 
shows how it's done, but a photo- 
graph would have told a much 
clearer and more convincing story 
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PLEASE MAKE A NOTE OF IT 


Clifford Bloxham 
\ Partners Ltd 


tre MOVING On 
December the 22nd 


Lion HOUSE *+ RED tion ST * HOLBORN? WEA1 
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Particularly the Fay . 
THE CITIZEN 


GLOUCESTER JOURNAL 


R.H. Penney, sdvcriisoment Director 
NORTHCLIFFE NEWSPAPERS GROUP LTD. 


CARMELITE HOUSE LONDON — C.4 Telephone CEN 


/:vening) 


6000 


Sroteman 


ZEADERS of THE 
| SCOTSVMAN form 


Seotland’s mo-t receptive 
markets for quality 


products and services. 


SCOTLAND’S NATIONAL NEWSPAPER 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 
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Speaking in Public—2 


Turning out disciplined 
advocates for advertising 


Norman GrooMe, national organiser of the 


Advertising 


FTER instructing 18,000 

business men in public 
speaking, Dale Carnegie wrote 
that most took the course for 
these reasons 

When I am called upon to 
stand up and speak | become so 
frightened, that 
cant con 


self-conscious, $0 
t can't think clearly 
centrate, can't remember what I 
intended to say. 1 want to gain 
self-confidence, poise and the 
ability to think on my feet. J 
want fo get my thoughts together 
in logical order and | want to be 
able to say my say clearly and 
convincingly before a_ business 
group or audience 

From my experience of the 
Advertising Association National 
Public Speaking Contest, I can 
endorse this. Successful business 
men have told me that one of 
the things they most desired was 
to be able to speak effectively in 
public. I have watched men, at 
first too nervous to complete 60 
seconds consecutive speaking, 
grow in confidence and poise. 
Others have told me of the release 
from paralysing lack of confi- 
dence hese things are normal 
in the public speaking sections 
run by numerous advertising 
clubs 

These 
enough reasons for 
but there are others 

As a body, advertising men 
and women can, in general, talk 
too well. By the very nature of 
our calling we use words easily 
This facility can become glibness 
It is one of the reasons why there 
are business men who are still a 
little nervous of advertising and 
advertising people. I've met them 
and so have you. One of the 
aims of the Contest is to produce 
disciplined, responsible speakers 
who will help to break down this 
impress on 


would be 
the 


alone good 


Contest, 


Regular sessions 


during the winter 
Club public speaking 
meet regularly during the 
months and from their 
ship are chosen the teams of three 
who represent their club in the 
area and national contests. (One 
can of course attend a club's PS. 
section without undertaking com 
petitive speaking.) 
Each member < 
team gives a prepare 
impromptu speech 
area contests and. if 
in the national fina 
The Advertising Association 
and the Club Development Com 
mittee provide a magnificent set 


sections 
winter 
nember- 


suc cessful, 


Association Public 
Contest, discusses the aims of the publicity 
clubs in sponsoring public speaking sections. 


Speaking 


of trophies and permanent awards 
for those who take part in the 
national final contest. The Pub- 
licity Club of London were the 
winners of the first two contests. 
but this year they were defeated 
by Berks and Bucks in the 
Southern Area contest. Leicester 
Publicity Club won the final and 
afe now national champions. In 
addition to the team contest there 
is an award for the best national 
individua! speaker. It is at pre- 
sent held by E. Luscott Evans, 
of Birmingham. 


Only eight 

took part 

This year eight clubs took part 
—Berks and Bucks, Birmingham, 
Leeds, Leicester, London, Regent, 
Sheffield and Wolverhampton 

Several others started public 
speaking sections but for various 
reasons could not enter teams. I 
feel strongly on this point because 
1 am sure that there are advertis- 
ing men who although not 
actively engaged in club work 
could help the Contest in one way 
or another. The difficulties of 
getting a good instructor, accom- 
modation and even the cost of 
travelling expenses for the team, 
are sometimes too much for a 
club. Help from a friendly quar- 
ter might enable an enthusiastic 
group to continue instead of 
reluctantly disbanding 

The Public Speakine Contest 
will continue because it is needed, 
but at this stage it does want 
encouragement and support 

If you are sceptical about the 
value of public speaking tuition, 
count the number of first rate 
speakers you can think of among 
advertising men. For that matter 
how many really good speakers 
are there in this country? Too 
often we fret through some meet- 
ing because an otherwise gifted 
man simply cannot hold our in- 
terest. The general level of public 
speaking is still deplorably low 
Yet interest increases each year 
as more people realise its impor- 
tance 

We in advertising, need, more 
than most others, to speak clearly, 
coherently and with authority 

The Advertising Public Speak- 
ing Contest, through the Public 
Speaking sections of the clubs 
is not the only way to learn how 
to face an audience. But it is a 
good way and it is your own As- 
sociation’s effort It might be 
able to help you—on the other 
hand you may be able to help it 
Either way, if you want to know 
more, contact our local club, or 
write to me. 


: 2 " 
“J y A 
| qo ee : 
| sake @ | 
Se ee | 
: ee | 
7 —_ i 
be. a —> 
* sil Sam 
= adil “Hi : od 
« 7 J Bond 9 ey 
=. / : — > 
2 : ‘ nae aa ae 
: —~ re | 
phe / . 
: ps» 
| a 
i 
. GLOUCESTER [am 
; Po | 
4 
7 ee | 
- x eC eT 
" a 
dl 
' : | 
| 
ae | 
. 
| 
| \ 
a = 1 
po 
( 
ee .. a 
nite { 
[7 
hy 4 meme WA q 
a M7 
q 
‘y wren. Ben 4 * * 
i be 7 i is ‘At iG ae y yee Vs Bi - » id = ee 4 Be : = a 2 44 4 a -_ ene 
ca O40 eee eee ee M4 — > = - " - cle +. pers epee, 2 r ae ee 


DECEMBER 11 1952 603 . ADVERTISER'S WEEKLY 


On an average day, between Nov. 16 & 21 


6,900,000 


people listened to 


Luxembourg 


a\ Surveys Lcd. 


oci 
* From the Report by $ 


Radio Luxembourg Advertising Ltd., 
38 Hertford Street, London, W.1 Grosvenor 3562 — 
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Sea 


ORONAT 


Fecusing the world’s good wishes upon Britain, 


Coronation Year will see the cementing of old friend- 
ships and the making of many new contacts. 
Associated Newspapers Limited, consistently play 


their part in fostering good will; helping to translate it 


into prosperity by informing fellow-countrymen—and 


indeed, the world— of all that is most progressive 
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N YEAR) 


and praiseworthy in British production. 


With our seasonable greetings, therefore, comes 
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the cordial hope—and belief—that the promise of 


—e 


Coronation Year will be fulfilled, making it a momen- 


tous and memorable forerunner 


of a happier new era ahead. 


Director 
of Advertising 


YORTHCLIFFE HOUSE, LONDON E.C.4 
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11,000 
FARMERS 


NORFOLK NEWS CO. LIMITED, LONDON STREET, NORWICH. Phone: Norwich 23231! 


LONDON OFFICE: (5S! FLEET STREET, EC4 Phone: CENeral 2276 
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ADVERTISER'S WEEKLY 


Many signs of rapid progress 
towards a new form 
of life in the countryside 


By STANLEY OREANU, 


of Research Services Ltd. 


A CASUAL glance at the 
map shows something of 
the character of the Eastern 
Counties. To the west are the 
congested Midlands, to the 
south London's metropolitan 
sprawl. But here the towns 
appear as small islands in a sea 
of countryside. 

None of these towns, with the 
solitary exception of Ipswich, has 
grown to have a population of 
over 100,000 and only four 
others, Cambridge, Bedford. 
Luton and Norwich, exceed 
50,000, This region never experi- 
enced the mushroom growth of 
the inter-war years that trans- 
figured the counties south of 
London. In rural Essex, a few 
miles from the outskirts of the 
city, nothing seems to have 
touched the weatherboard cot- 
tages and octagonal! mill!-houses 
for a hundred years. 

Yet in other directions one can 
find plenty of signs of rapid pro- 
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COVERAGE 
This survey covers the 
counties of Huntingdon, Bed- 
fordshire, | Cambridgeshire, 
Norfolk, Suffolk and those 
parts of Essex north of the 
line from Malden (Essex) to 
Bishops Stortford (Herts) ex- 
cluding both but including 
Colchester, Harwich and 

Saffron Walden. 
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gress towards a new form of life 
in the countryside. Housewives 
who live in “charming period 
residences” shop at the Home 
and Colonial. Boots the Chemists. 
and other branches of national 
retail chains in their market 
towns. From the heart of the 
countryside buses carry the vil- 
lagers to work in the great 
agricultural machine factories of 
Ipswich or to make radios and 
television sets in Cambridge or 
Chelmsford. 

Looking at one aspect of the 
situation in the Eastern Counties 
and then at another, one gets a 
mixed and often confusing im- 
pression. For its elucidation the 
administrator and the business 
man need some basic facts. That 
is where the results of the 1951 
Census are so useful. Now avail- 
able in the form of tables based 
on a | per cent sample of the 
population, they provide a variety 
of information about each stan- 
dard region, individual counties 
and smaller centres of population 
down to about $0,000 


Finding the 

useful material 

Confronted with the two fairly 
thick volumes of the Registrar- 
General's One Per Cent Sample 
Tables, the marketing man will 
want to know what kind of use- 
ful information he can extract 
from them. He will find there 
the basic characteristics of the 
people in his marketing area, that 
is the number of men and women 
and the size of different age 
groups. He will also find details 
of their occupations and social 
class and some information about 
their households. As far as the 
Eastern Counties are concerned 


I—DISTRIBUTION OF POPULATION BY SEX AND AGE 
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too old to dig up their roots. 

Since the age distribution 
throughout the Eastern Counties 
is norma! it would seem that any 
drift from the countryside must 
have been into neighbouring 
towns and not on any large scale 
to industrial areas further off in 
London or the Midlands, Indeed 
we know as a historical fact that 
this region was comparatively 
untouched by the migrations of 
the 1930's. No large movements 
took place comparable to those 
from depressed areas such as 
Merseyside into the Midlands 
and Home Counties. 

When we turn to occupations 
the individual character of the 
region shows itself more clearly 
Agriculture is the foremost occu- 
pation among men and 15 per 
cent are directly engaged in it 
either as farmers or farm 
workers. This is two and a half 
times the average for England 
and Wales. Next in order of 
importance comes the metal 
manufacturers and engineering 
Occupations that account for an- 
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Felixstowe Times 
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Tel. 3204 
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EXHIBITION STANDS AND 
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Tel. Nos. Botterses S300 & 4886 
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other 13 per cent of men. 
Employment of this kind is fairly 
heavily concentrated in a few 
centres such as Ipswich and 
Luton, the latter once chiefly 
renowned for its hat and car 
industries, and now the home of 
severa! large enginecring firms. 
Employment in the growing radio 
industry, represented by the large 
works of Pye at Cambridge and 
Marconi at Chelmsford, also 
comes into this group 


Essential 
background 


The other occupations followed 
by men in this region are mostly 
those that make up the essential 
background of any area. They 
include commerce and trade and 
community services such as build- 
ing and transport 

Alongside agriculture have 
grown up a number of ancillary 
industries. One is the manufacture 
of agricultural machinery. An- 
other worth mentioning is food 
and drink manufacture, consisting 
mainly of fruit-preserving in 
Essex and Cambridgeshire and 
milling in Ipswich and Norwich; 
13,000 men are engaged in this 
branch of industry, a considerable 
number even though it amounts 
to only a small percentage of men 
in the region. 

Jobs for women are not 
plentiful in the Eastern Counties, 
mainly because of the lack of any 
large clothing or textile industry. 
Only 29 per cent are employed, 
compared with 35 per cent in the 
whole of England and Wales. In 
terms of actual numbers this 
means there are about 75,000 
fewer jobs for women in this 
region than one would expect 
from the national average. Most 
women are engaged in personal 
services, clerical work or com- 
merce. Table 2 summarises the 
position for both men and 
women 


Class classification 

by employment 

The Census authorities have 
taken people's occupations as a 
means of classifying them by 
social class. Five classes are used, 
of which I and I! are roughly 
the middle class, II] and IV the 


STRIP CARTOON 


Advertising * Editorial 


white collar and skilled and semi- 
skilled workers. and V_ consists 
of labourers and other unskilled 
workers. It wil! be seen that the 
classification is based entirely on 
men. since the majority of women 
could only be classified by what 
their husbands do 

Figures for social! class distribu- 
tion are available for five towns 


‘Heavy’ industrial jobs are 
concentrated in few towns 


continued from page 607 


in this region, the only ones with 
a large enough population for a 
calculation to be made on a one 
per cent sample. 


Upper class 
on top here 


Three of these places, Ipswich, 
Cambridge and Bedford, have 
rather more people in classes | 
and II, fewer in class V than one 
would find in the average area. 
They fall more or less into the 
class pattern of the county town, 
which is indeed what they al! are 
The one surprising feature about 
the other two towns is that 
Norwich conforms more closely 
to the ordinary industrial town in 
its social composition. Figures 
are given in Table 3. 

The Census tables also throw 
a good deal of light on housing 
conditions. One thing _ that 
emerges is that overcrowding is 


TI—PRINCIPAL 

OCCUPATIONS 
Agriculture 16 
Metal af ¥ i eB 
Commerce, finance a 
‘Transport 9 
Building, painting, decorating 9 
Defence services ... 7 
Clerical 5 
Professional and technical neg 5 
Retired, or not gainfully occupied 15 
omen 
Personal services - 
Clerical 4 
Commerce, finance 4 
Textiles ° gee ove oes 2 
Retired, or not gainfully occupied 71 


IlI—SOCIAL CLASS 
DISTRIBUTION 
(based on males occupied and 
retired) 


Social class 
fmm | 11S —| 
Vv t Tota 
Ton | % | | - 

Ipswich 18 72 10 100 
Cambridge 19 71 10 100 
Bedford 20 “9 11 | 100 
Luton 17 74 19 | 100 
Norwich 4 | 73 | 13 | 100 

England | | 
Ww. 17 70 13° | #100 


IV—SIZE OF HOUSEHOLDS 


Fastern England 
Counties and Wales 
Number of | (914,400) | (13,043,500 
households 4 , 
Size of | 
households:, 
1 person 10-0 10-7 
2 persons 28-4 27-9 
3 persons 25-2 20 
4 persons 20-2 19-1 
5 persons 9-3 95 
6 or more 69 738 
persons 
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cent of men.... 
employment. 
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a less serious problem in the 
Eastern Counties than in most 
other regions. Thus on one acid 
test, for overcrowding, the number 
of persons living more than two 
to a room, the Eastern Counties 
with a figure of one per cent score 
lower than any other part of the 
country. 

This lack of overcrowding is 
largely owing to the virtual 
absence of industrial slums. The 
size of households is also a little 
smaller than the average for 
England and Wales, though the 
difference is very slight. 


Amenities in 


rural areas 


Lack of overcrowding in the 
Eastern Counties goes hand in 
hand with a less fortunate aspect 
of rural dwellings, namely their 
lack of amenities. The example 
of one typical area shows that 
65 per cent of households are 
without exclusive use of a fixed 
bath and 30 per cent do not have 
sole use of both stove and sink. 


VITAL MARKETING FIGURES 


Five towns have populations of over 50,000: 
Ipswich, Cambridge, Bedford, Luton and Norwich. 

.. Agriculture is the main industry of the region, 
employing 15 per cent of all men. . . . 
facturing and engineering comes next with 13 per 
29 per cent of women are in 
ouseholds are, on average, 
slightly smaller than for the rest of the country, 
and overcrowding is less prevalent. 
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The comparable figures for Eng- 
land and Wales are 22 per cent 
and 14 per cent. 


Ways of the ~ 
countryside change 


From the marketing point of 
view the prospects revealed by the 
housing situation are not dis- 
couraging if taken in conjunction 
with other factors. As the ways 
of the countryside change—and 
they are changing—there should 
be a big market for all kinds of 
household amenities. The most 
urgent need is for more jobs for 
women, which would raise the 
household incomes. If the Eastern 
Counties were on a par with the 
rest of the country, there would 
be an additional 40,000 homes 
with two or more earners con- 
tributing to the family budget. 

hese @re the basic facts 
revealed by the census report. On 
them can be based useful research 
and marketing investigation so 
necessary before a market can be 
successfully tackled. 
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Where to get 
. . 
the right picture 

British Sources of 
Pictures. edited by G. W 
(Caselli & Co. Lid), 17s. 64.) 

“Where can J get a good pic- 
ture of . ? How often one 
hears the ‘question asked! Some 
agencies are well equipped to find 
the answer. Reference to a 
library or information officer or 
to someone in the studio will 
often produce an answer. But 
often it won't. And often, too, 
the answer is not the right one 
or only partly right, or it misses 
a good opportunity. 

This little book will give more 
answers to more problems than 
most studios and libraries can 
provide. It lists over 400 photo- 
graphers and photographic agen- 
cies as well as numerous libraries, 
museums, and art galleries. In 
each case the facilities available 
are described and actual pictures 
available briefly indicated. Other 
sections deal with publishers of 
fine art prints, artists’ agents, art 
galleries and fine art dealers. 
Commercial photographers are 
analysed by counties. 

All this material is useful only 
as a source of ideas for anyone 
prepared to browse. There is, 


Photographs and 


Nunn 


however, a subject index which 
knits the work into a very useful 
and comets reference book. 
Where can you get a egod 
picture? Look on page . 


American selling 
techniques 


How to Succeed in Lite Insurance Sell- 
ing, by Hugh S. Bell, CL.U. (The 
World’s Work 1913 Lid. 7s. 6d.) 

Mr. Bell, one of America’s out- 
standing imsurance salesmen, 
bases his philosophy on two 
specifics: An exact system of 
work and a definite visual selling 
plan. His advice in this book is 
intended mainly for people in his 
own industry, and many will find 
useful hints. But the book also 
gives a very clear insight into 
American selling methods and 
into the way one successful sales- 
man has operated there. This 
makes it worthwhile study for 
anyone who is seriously interested 
in selling in the American market 
and who is not prepared to miss 
any opportunity for learning a 
little more about what makes 
things “tick” over there. 

The greater part of the book 
is devoted, naturally, to the sell- 
ing interview. There is an interest- 
ing section, however, on how to 
find prospects and two chapters 
explaining methods of sales 
organisation. 
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The only County ‘‘Weekly”’ 


The 
®rantham 
Journal 


Circulating through 
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VALUE IN ADVERTISING 


blished and printed in 
Cambridge. Unrivalled Agri- 
cultural News Service for 
Cambridgeshire and adjoin- 
ing Counties. Also the 
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& Hardy Ltd., challenges 


manufacturers whose attempts at export marketing are half-hearted. “ Become modern 
Marco Polos,” he says, and .. . 


“GET UP—GO SEE!’ 


O many people concerned 
\ in finding markets for the 
goods they make are sick of 
being badgered to “increase 
their export business.” Sick of 
the problems, frustrations and 
negative profit margins. Sick 
of being told by “experts” of 
sure short-cuts or case-history 
approaches to markets, sick of 
the technical and political com- 
plications. And above all, sick 
of wasting precious money on 
unproductive export sales pro 
motion and effort 

Some firms are getting export 
orders-—in fact, domg very well 

for particular lines in particu 
lar markets and at worthwhile 
prices. The fundamental call from 
abroad for capital goods and for 
re-saleable goods is greater now 
than ever before The overseas 
hbuver is even more anxious to 
find the right goods, at the right 
price than we are to sell him our 
goods 


Wide choice in 
world markets 


But although Wwe 
orders he necessari!y 
need our goods. He has a wide 
choice of goods in world markets 
Only if our goods are the right 
goods and currency 1s available 


necd his 


does not 


will he need our goods. So No. | 
Way to get Export Orders” 
to make the mght goods —-f 


specific requirements and for 
specific markets 

What are the “nght” goods 
Who wants them’? No statistics 
no market information, no trade 
conferences nor any other 
etical or platform advice w 
produce the answer in the fac 
of current conditions 

There is one way only--a hard 
way, but the reward ts great. |b 
Marco Polo, Get UP—Go set 
with bag and even cap in 
and much weary foot-sloge ns 
But it is a job for the “top ’ 


a man in the right frame of mind 
one who can and will make ¢ 
sions on the spor le w fi 
bae with priceless vor 

and precious fountains of wealt! 
But above all he will make new 
fnends——invaluable Te H 


personality, his inter s« 
and the trouble he has take 
personally will do 
secure future orders —and 
tion of orders—than any 
known method 
Unbelievable as it may s 


far too many people hold the 
view that one has to have magic 
powers to get export orders to 
day. All right then, magic must 
be used. But the magic needed is 
The magic of progressive vision 
The magic of positive attitude 
The magic of taking a chance 
The magic of GET UP—GO set 
Everyone hol ds—sometimes 
plays--these four aces, but all 
four must be played together to 
win. 


Exclusive 
information 


When, on return, our modern 
Marco Polo's bag is examined, 
when production has been 
adjusted to meet the needs of 
uyers, when the newly acquired, 
exclusively obtained, first-hand 
nformation on what features are 
equired, by whom, and in what 
places one can sell at a profit, 
then the real harvest of export 
effort will be reaped—as many 
firms are already experiencing. 
No amount of second-hand in 
mation, correspondence, adver 
sing, sending samples, appoint 
local agents——on a universal! 
ss--will develop a_ lasting 
‘fitable export connection. The 
st essential is personal contact 
someone who can assess, 
de and command 
No amount of “selling” wil! 
ell goods that are not wanted 
When it is known whayz goods are 
vanted, how, when and where 
ind manufacturing capacity at 
me is adjusted to fulfil these 
eds, then, and then only, can 
« auxiliary aids to selling be 
fiiably used—correspondence 
rtising, samples, local agents 


Lubricant for 
export selling 


But by far the most effective 
nooth running” lubricant for 
yt selling will be the memory 
in the mind of the buyer of 
man who called and made 
sions: the man who thought 
npertant enough to find out 
himself how he could best 
» the buyer, and who—having 
ed, havine understood mith 
! action. His name and person 
vy forge the best link that can 
ind hold export orders when 
time comes to maintain 
rts—through correspondence 
ugh local agents, through 
rtising 
No firm tries, in this age of 


specialisation, to be a universal 
provider. Then why should it be 
thought that in starting off after 
export business a firm's goods can 
be sold—or should be sold—to 
every country in the world? This 
is the initial, basic mistake of 
many firms who have tried and 
failed with export. Concentration 
is as Vital as specialisation. No 
firm should condemn export be- 
cause Many countries do no need 
the goods and many -ountries 
cannot buy the goods. There are 
many other countries that do and 
can! 
The first priority fo: every firm 
is to find out 
(a) Which overseas countries can 
use the firm's type of goods, 
and 
(b) Which countries 
accept and pay 
No source of information is 
more valuable or more helpful 
on these two initial points than 
the Board of Trade. From this 
source—with its wealth of up-to- 
the-minute information and 
enormous on-the-spot methods of 
confirmation—the right markets 
for specific manufactures can be 
pin-pointed near enough to make 
GET UP--GO SEE worth while 


can buy— 


One new market 
can bring profit 


Even if the eventual break- 
down produces only one potential 
market in the world--at the pre- 
sent time-—this one market is the 
one market which can be devel- 
oped economically, and the one 
market that can bring a new 
prosperity to the firm that takes 
the trouble to GET UP--GO SEE. 

But before getting up to go 
and see it is important to obtain 
in advance as much fic!d data as 
possible 
Firstly, it is important to know 

“approximately” wha: the re- 

quirements will be; the names 

of the firms to sec; what com- 
petition will be met; what pack- 


aging and delivery is required; 
methods of facilit iting pay- 
ment. Forearmed in this way 


it will be possible t 
hetter 
spot 

condly, the intended 
contacts should 
beforehand in such a way that 
the prospective overseas buyer 
will have “an appreciation” of 
the British firm, their product 
quality and standing: so that 
the visiting executive will be 
received with due deference 


» make even 
arrangements on the 


a 


“cold” 


warmed” 


Armchair selling 


Successful export marketing 
pre-supposes that the product 
being sold is right, that the sell- 
ing approach is right. Sitting in 
an armchair in London will put 
neither into proper shape. This 
article, part of a booklet recently 
produced by the author's agency, 
points to the right road for sell- 
ing: Let the top man go and see. 


Such “softening-up” advertising 
and promotion matter should 
be restrained — direct selling 
and the possibility of a pre- 
mature “Not interested” should 
be avoided. 

Thirdly, a visiting executive 
should carry letters of intro- 
duction from a friend to 
friends; asking that they in turn 
will give introduction to further 
friends. Even one friend of a 
friend in an overseas market is 
worth a dozen cold contacts. 
If every British firm with plant 

or service, capable of giving even 

one additional overseas market, 
somewhere, the right goods, at 
the right price, delivered at the 
right time in the right way, 

Started now, such firms, their 

workers—and (dare it be said) 

even the country’s economy—will 
be the more prosperous for it 


Pack for dollars 


Latest dollar-carning product of 


J. Lyons & Co., Ltd., is “Lyons 
of London” Coffee Creams, the 
pack for which has been designed 
by Richard Lonsdale-Hands As- 
sociates. 

The wrapped back scroll motif 
was designed in order to illustrate 
the products on the outside of the 
pack, and at the same time give 
the appearance of a traditional 
English design for the rest of the 
top surface 

The colours are red, gold and 
white. 
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after 80 years at Queen Victoria Street are moving to 


117 Piccadilly % 


‘Ss 
and 24/25 Down Street, W.1 AN on December 20th 
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COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


@ Setting for Photo Litho. 

@ Direct Plate Setting for Multilith and Rotaprint users 
@ Lithographic Duplicating. 

@ Photo Litho Printing. 


Equipped to execute all stages of | prepored w undertake any phase 
Vorityper, Lithographic Printing | of the process for firms with their 
and Duplicoting, we are, however, | own equipment. 

) RATHBONE ST wii MUS 


oe¢53 4103 


COVER SWEDEN 


A&A 


In Sweden A & A magazines have 
a combined net sale of |,896,074 
copies—87 °, of the total number 

of homes (2,174,379) , ; 


A New, Quick SERVICE 


Two essentials to every user of Mukilith and Rotaprint Machines 
are (1) Rapid reliable service and (2) conusten: high quality. Both are 
features of business upon which The Strand Lithographic Co. have 
You are invited to contact the address 
where you will receive and 


built up customer-satisfaction 
below Terminus 2641 
attention 


“ALL IN” SERVICE 


Many concerns find the Surand comprehensive service invaluable 
Simply supply the basic data then the Company handles the job from 
idea wo finished plate ready for your machine 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON AD., LONDON, EC). Telephone Terminus 2691 (4 lines) 
ee gihbons 74) 


\ DAS PLAX 
SILK SCREEN 


SSOCIATED 


RITCRAFTS «10 
PLEMOER PLACE CAMDEN TOMM an: 
US rex 1416-7 


CORONATION 
ENQUIRIES 
INVITED 


Berlingske 
Tidende 

Dammork's 

pwrposes 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, 5.W. 1 


Coronation 


Enlargements 
for display purposes 
are available from 
AUTOTYPE 
Wivetrated folder and 
price-tist free 
Brownlow Rd Wi) 
EALing 269! 
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Exports must be moved off 


the shelves, too! 


WHO SHOULD PAY FOR ADS.? 


“QIOME firms think they have 

made export sales when they 
get the goods into the hands of 
an overseas agent—against irrevo- 
cable letter of credit, of course— 
or even a London buying house,” 
E. J. Ornstien, of Max Ritson 
& Partners, told Manchester sales 
managefs recently 

“The sales influence of adver- 
tising is just as necessary in 
overseas markets as at home,” he 
continued. “Most people by now 
realise this in regard to the 
United States; but it applies also 
in Peru and India and Saudi- 
Arabia. I do not mean that the 
British manufacturer should 
necessarily pay for the advertis- 
ing; that depends on the terms to 
the overseas agent. It is some- 
times better for the agent to be 
responsible. 

‘But it is the responsibility of 
the export sales manager to see 
that the agent is doing the job 
of real selling 

“He should select the agent in 
the first place as a person capable 
of carrying out advertising. 

“He should work out with the 
agent the overall plan for adver- 
tising, and show him careful 
detailed proposals for it, including 
examples of the kind of 
advertisements used in various 
countries 

“He should insist on seeing 
how the advertising is carried out. 

“One of our clients does a 
large export trade to the United 
States, using a famous American 
company as the distributor, The 
distributors have their own ad- 
vertising department, and produce 
and pay for all the advertising. 
but our client does not leave it 
entirely to the Americans. He 
sends them a constant stream of 
ideas which we have produced 
for use in this country and over- 
seas; and he himself pays frequent 
visits to the U.S.A. to see that 
dealers are using the advertising, 
and to show them how they can 
get greatest value from it. 

“Another client selling an 
engineering product through 
agents in almost every country 
of the world, asked us to devise 
a complete report on methods of 
advertising his particular product 

almost a text book on advertis- 
ing for his agents 

“He circulated this to all 
agents, together with examples of 
successful types of advertisements 
and mailing pieces. In this case, 
he pays for the production of the 
advertising material, provided the 
agent shows him proofs before 
use. He feels it is well worth 
paying for this, in addition to a 
generous agent's discount, in 
order to retain contro! of the 
vital matter of advertising to the 
user. It is part of sales manage- 
ment,” concluded Mr. Ornstien 


The fifth Annua| Grocery Dis- 
tribution Exposition is to be held 
in conjunction with the Annual 
Convention of the United States 
Wholesale Grocers Association 
from March 29 to 31, 1953, in the 
Shoreham Hotel, Washington, 
D.C. 

In addition to all types of food 
products, the show will include 
displays of business machines, 
refrigeration equipment, mops and 
brooms, and nails, etc 


* * 7 
Extract from the 


Swiss correspondent: 

In Switzerland, there is a real 
interest for British products, 
but the knowledge of what 
Britain can offer us, is too re- 
stricted. We are certainly 
familiar with your cars and 
your high quality textiles, but 
as to other products, buyers 
know little of where they can 
avail themselves of British 
goods and services 

How about it? 


letter of a 


. * * 


A chain of super-markets is to 
be constructed throughout Lima, 
Peru, and its suburbs. 


* * * 


Odd Bragli writes to say that 
there was an error in the part of 
his article (November 6 issue) 
describing import formalities. In 
fact “some goods are on the ‘free 
list,” but all products which are 
not yet liberalised are under strict 
control from the Ministry of 
Commerce and only small! neces- 
sary quantities are allowed to ve 
imported. New English exporters 
to Norway will have no chance 
of obtaining import licences for 
these goods.” 


* * . 


Since November |, Die Burger 
(Cape Town) and Die Volksblad 
(Bloemfontein) have been sharing 
a weekly supplement. Rate per 
inch is 17s. 


Publishing & Distributing Co. 
Lid,, have been appointed London 
representatives for Fiygtidningen 
Looping, the official organ of the 
Roya! Swedish Acroclub. 


* * * 


New Japanese journal just 
published is Trade and Industry 
of Japan. Published quarterly, it 
is represented in Britain by Pub- 
lishing & Distributing Co. Ltd. 


* * * 


Albert Milhado & Co.. Ltd, 
have been appointed United 
Kingdom representatives for the 
Belgian paper, Le Svir. 
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“WHERE FEW HAVE TOO MUCH 


AND FEWER TOO LITTLE” 


This is how the Danish 
poet Grundvig described con- 
ditions in his own country 
over 7S years ago. Since that 
time large sums have been 
expended in market research 
and have reached exactly the 
same conclusions; the words 
are, in fact, truer to-day than 
when they were written. For 
Denmark is a middle-class 
market, well off by inter- 
national standards, where the 
advertiser can safely cast his 
net wide—though not too 
wide. 


By advertising in Hjemmet, 
Denmark's leading magazine, 
you will reach not a small snob 
audience but a high proportion 
of the solid middle-class public 
which has the means to buy 
imported products—over a 
quarter of a million families 
representing a quarter of the 
country’s entire population. 
And + ber, in D rk 
the average expenditure on 
British goods last year was 
over £70 per family. 


HJEMMET 


Denmark's leading Weekly. Exclusively represented by 
JOSHUA B. POWERS LTD., 14 Cockspur Street, London, $.W ! 
Telephone: Whitehall 3366 


First Choice of most 


National Advertisers 
in the Netherlands is 


de Vol Lskrant 


Holland's Largest Morning Paper 
* 
Over 40% of the population of 
Holland is Roman Catholic, and 
“de Volkskrant” is their paper. 
~ 
over 155,000 copies 
per day 
7 


Write to the Managers for Great Britain 
WILL KITCHEN JR. LTD. 


131 FLEET STREET, LONDON, E.C.4 
Telephones : CENtral 1960, 3133, 3754 


What “ HOLLAND’S 


BIGGEST NEWSPAPER” 


means to the Advertiser 
It means firstly 285,000 prepaying subscribers 


plus several thousand 


sales daily through the 


bookstalls—a total readership, including pass- 
on circulation—of about 700,000 people over 
16 years of age. 70% of the subscribers have 
been reading the paper for at least six years, 


many much longer. 


Only 16% of ‘* Het Vrije Volk’s "’ subscribers 


are in the lowest 


income category which 


includes 32% of the whole Dutch population. 


Our representatives will gladly give you 
further facts and figures about our country and 


its biggest newspaper. 


Het Vrije Volk 


U.K. Representatives : Joshua B. Powers Ltd., 


14 Cockspur Street, London, S.W.| 


Telephone 


: WHI 3366 


IN NORWAY’S 


SECOND CITY 


the leading newspaper is Bergens Tidende, 
which serves not only Bergen itself but a wide 
area of Western Norway and is recognised as 
the first advertising medium outside Oslo. Its 
net sale of 49,223 is equal to that of its three 
nearest competitors combined, yet it is the 
newspaper of the better-class homes. British 
advertisers will find Bergens Tidende the most 
economical and effective means of establishing 
their products in Western Norway. 


BERGENS TIDENDE 


Exclusively Represented by 
JOSHUA B. POWERS LTD 
14 COCKS°UR STREET, LONDON, S.W.! 
WHI 3366 
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souls of technical literature 


By W.D. Pereira 


The author is engaged full-time in the production of technical literature. 


This article, however, is not a recital of general experience. 


It is a 


dispassionate analysis of a collection of technical sales literature all of 
which, according to its sponsors, has been outstandingly successful. 


MAJOR part of trade and 
A technical advertising 15, 
in fact, the production not ol 
press advertisements, but of 
technical sales literature. This 
major part can be carved up 
into four minor parts—leaflets, 
sales brochures, maintenance 
manuals and spares catalogues 


Leaflets 


It seems that the successful 
caflet is the singic dea leaflet 
snd that this unity of purpose ts 
rey st a easy to achieve So 
nany interesting sidelines tend 
» shoot off from the main theme 
these must be ruthlessly elimin 
ated and the copy, ilustrations 
ayout and typefaces must 4a! 
contribute towards this elimina 
tion 
An excellent example of th 
igie-idea leaflet is the on 
eproduced Actually, the firn 
foes not rwsue the leaflets as leat 
ets. Instead, they are placed on 
he back covers of acronautica 
journals. always the back cover 
so that they come to De look 
ipon as old friends. Year in, yea 
wit. they appear, each one dil 
ferent and more interesting than 


the last. Yet they are single idea 
leaflets 

They each tell a story, a sin 
ery short story The reader 
read it in ten seconds. Bu 
the end of those ten second 
has learnt something. The 
s now erateful for having 
something. He will read ar 
leaflet next week, and another 
ifter that, thus acquiring 
mcalities without tears 


Before leaving the succe 
single-idea leaflet, let us exa 
one Of Wo < 
that Were not so successful. H 
s one that tries to say fT 
Just because space is p 
here 1s no need to cram itt 
wi 
wsortment of tvpefaces He 
th 


NaAMCicss sper 


h techn i ties ind 
inother w two 
vancies Then there 
sample covered with red 
calling one’s attention 

hing at once. Finally. tt " 
hose who fondly tmagine tha 
trade name enlarged ou 
proportion wil bludgeon 
reader into receptive sensidi! 


Sales brochures 


This applies to other kinds of 
technical literature: Either the 
reader knows the name of the 
firm or he does not. If he knows 
t then he will have his own 
ideas about it and, though those 
ideas may be quite Wrong, not 
even seventy-two point letters 
will make him alter his opinion 
On the other hand, if he does 
not know the name, then nt will 
continue to mean nothing to him 
until further evidence is pro 
duced. In both cases, therefore, 
t is the evidence or contents of 
the sales brochure that really 
matters 

A beginner to this branch of 
advertising might do well to study 
and emulate a sales brochure 
produced by a world famous 
concern. This brochure is simply 
entitled “Service.” It tells the 
eader how the firm can help him 
which is about all he is interested 
1 if the truth be known. This 
humility instantly commands 
espect as does the name of the 
oncern—Rolls-Royce 

The sales brochure presents 
this problem: What the technical! 
reader wants is hard facts, pri 
sented in a reasonable and, if 

rssible interesting manner 

Every technical reader must 
therefore, like the look of the 
brochure enough to pick it up 
pen it and (hardest of all) read 


Thus successful sales brochures 
must be attractive to look at 
easy to handle and especially 
interesting to read. The text of 
sales brochures should be so 
polished as to glow The sub 
ject matter must be so presented 
that the reader is eripped. Each 
brochure has to tell a_ story 
thereby making the reader feel 
he is learning something 
Every technical subject. from 
irburettors to ceramics may be 
ide interesting if treated by an 
xperienced (and interested) tech 
cal writer A good approach 
pecially in technical matters. is 
present to subject as a prob 
n. then solve it, or rather make 
reader feel he has solved it 
at he has emerged mentally 
imphant 
This presentation and solution 
fa technical problem is achieved 


by the method employed with the 
single idea leaflet. Every irrelevant 
fact must again be eliminated so 
that the reader's attention is not 
distracted. The reader must close 
the brochure “feeling happy” and, 
at that psychological moment, a 
name must catch his eye, the 
name of the firm that has made 
this possible for him. Better still, 
he should look for the name, for 
having once found it, he will not 
easily forget it 


Maintenance manuals 


Some firms, seeking to save 
money, churn out great chunks of 
maintenance literature in the 
cheapest possible way. Yet they 
do not save money, A bunch of 
typewritten stencils in cheap 
Paper covers can cos! as much or 
more than a well-planned publica- 
tion 

The successful firms seem to 
take as much trouble with théir 
maintenance manuals as with their 
single-idea leaflets and - sales 
brochures. They insist on good 
material, to start with for two 
reasons. First, this is cheaper in 
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a story and enthusiasm—the 3 


the long run for @ highly-glazed 
cover and glossy pages last 
longer. Secondly, the maintenanc« 
manual is as much a product of 
a firm as the most refined equip 
ment. 

The difference between the 
sales brochure and the mainten- 
ance manual is that while the 
former is the result of careful 
ruthless selection, the latter must 
contain every fact and figure 
However, this does not mean it 
has to be dull. 

Facts and figures properly 
presented can be made just as 
imeresting as anything else. 

The first requirement is a 

foolproof layout. The technica! 

reader seldom, if ever, reads a 

maintenance manual through 

from cover to cover like a 

novel, He is more interested 

in finding certain facts at 
certain times .. . and he wants 
to find them quickly. The best 
maintenance manuals are so 
designed to enable the tech 
nician to do this. The list of 
contents must clearly indicate 
how the manual is divided up. 
be it in Parts, Sections, Chap 
ters, Paragraphs and even sub 

Paragraphs. 

The maintenance manual must 
also be self-contained to fulfil 
its purpose in life like the leaflet 
or brochure. In the case of the 
manual, this means an absence of 
cross-references and, worst of al! 
references to other publications 

A maintenanc, manual can 
never have enough illustrations 
These tell a story far better than 
thousands of words. In fact. the 
secret Of technical writing is to 
write as little as possible! 


Spares catalogues 


Spares catalogues are formid 
able tomes, often depress the 


Continued at foot of page 616 


One idea 
in ten 
seconds 
once a 
week 


Bristol have 
sinegle-idea’ leaflet 
on the back co j 
f an aeronautical 
journal ever Weer 
Wt rakes 10 seconds 


to read. tells a 


thine 
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id — ‘ 
story, and teaches — 
Fuss Meeve-vaive and turbine engines tor 
the reader some- 
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ee a MS * — E ‘ 
Ce . . 
The y Il wrap it up for us’ ibe Pioneers in modern paper technology 


How much our Christmas shopping owes to paper! Where 
should we be without the tough kraft wrapping paper from e e 
the famous Aylesford mills or that shiny sulphite paper so gaily 

2 2 


printed ? These are the papers that meet to-day’s demands 


% °” 
for bags and wrappings—and carrier bags—of the first quality. fr 6% 


Protecting and enhancing countless products, they are ait REED & CO. LID 
: THE LONDON P sco PMPIAD FAPER MILLS LTD 
examples of the many ways in which the Reed Paper Group THE MEDWAY \TED PAPER CoO. LTD > REED FLONG LTD 
, ° MPOWAY Part ’ BROOKGATE INDUSTRIES LTD 


—— — . ‘. P nd : fi i THE ‘ LRUGCATED PAPER CoO 
is continually extending the held of paper's usefulness. acta men rag to 
Sh MANU RP ACTE RENE 


* 7, ow posal Noa 
There is no shortage of paper to-day. Head Of 10s Piccadilly London W.1 
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PUBLICITY LTD. 


MITCHELL 
ENGINEERING LTD. 


(Food Machinery Division) 

to tell food manufacturers and can- 
ners about the JONES-MITCHELL 
Patented Hydro-System Process Pea 
and Bean Canning Equipment. These 
units can be fitted into any existing 
layouts and form complete canning 
lines, saving considerable space 


FOOD MANUFACTURE 


Stratford House, Eden Street 
London, N.W. 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 
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Scrutineer spotlights the trade press view-point 


Heavy guns trained on retailing 
report—but few big bangs 


HE report of the productivity team on retailing which 
visited the United States earlier in the year under the 
auspices of the Anglo-American Council on Productivity, was 
published last month and provided wild for the trade 


— What was their 

whe oe of reviewing and 
commenting on the report for 
Fruit Trades Journal was given 


to that acknowledged trade 
press expert on shopfitting. 
display and self-service, A 


Edward Hammond, who is 
critical of some of the recom 
mendations. He writes: “Not 
withstanding the numerous 
reports that reach this country 
about the advanced methods of 
pre-packaging fruit and vege 
tables in America, it would 
seem from the team’s observa 
tions that there is little to 
choose between American and 
British methods of displaying 
fresh produce. Among the 
descriptions of methods of pre- 
sentation given will be found 
few that are higher than the 
standards of the best fruiterers 
in this country. 

“One feature that greatly sur 
prises me is the extensive use of 
semi-self-service or self selection 
methods, under which customers 
wave access to the shelves and 
cabinets, and pick up the goods 
hey require, as in self-service 
hops. But, instead of paying at 
he check-out counter, they take 
them to an assistant behind an 
ordinary service counter ‘placed 
at a strategic point.” 

* * * 
AMMOND'S article ts 
headed Can we learn from 


imerica? The retail clothing 
| (rade view represented by the 
Drapers Record, answers the 


question with the leader heading 
We can benefit from this The 
iurticle says the report is well 


vorth study, not only for its re 
view of business trends across the 
Atlantic but also for the explana 
on of trading systems, some ot 
which may be considered worth 
idopting here when circumstances 
permit “Great emphasis = is 
aced by American stores of all 
ves. Ons turnover persistent 
florts to increase sales being 
\oticed wherever members of the 
cam went. In that respect most 
British distributors have some 
thing to learn,” says the Record 

“A good deal is said about self 
non-food 


vice in relation to 
nerchandise, with the aim to 
conomise on selling staff. bur 


ve are told that only in excep 
ynal cases is this method applied 
clothing and fancy drapery 


mpression that 


garments were 
for that form 


which gave the 
even iMmeapensive 
not considered idea! 
of selling 
“Yet, paradoxically, while 
some firms were endeavouring 
in that way to lessen distribu- 
tion costs. in most stores and 
shops goods returned by cus- 
tomers were accepted without 
question—irrespective of the 
reason. In one instance these 
‘returns’ reoresented 27 per 
cemt of total sales, though a 
more likely average is thought 
to be 7 to 12 per cent. 
Indeed. no established basic 
trend was noticeable in the ap- 
proach of non-food retailers to 
a reduction in working costs; on 
the contrary, the effort to provide 
services to attract custom and 
sales was generally the accepted 
policy Little wonder, perhaps, 
that im 1980 the operating 
expenses of deparimental stores 
with annual turnover exceeding 
$1 million were no less than 31°6 
per cent On returns 
“Retailing is accepted in 
U.S.A. as of paramount im- 
portance in the chain of pro- 
duction, whereas in 
there is too often a lack of co- 
operation, even sometimes a 
feeling akin to antagonism, 
between different sections.” 
* . * 


HILE criticising 
for speaking 


the report 
with the voice 


of people who think exclusively 
in terms of large-scale retailing. 
backed by ample  financia 

resources,” the /ronmonger says 
it should none the less be studied 
by retailers, particularly the 
sections which deal with shop 
layout and training for super 

visory posts Here are some 
extracts from the leader on the 
subject: “Those who subscribe to 
the belief that what America does 
to-day, Britain will do to-morrow, 
may see in the report a significant 
outline of the shape of things to 
come. Others, however, who 
study the recommendations of the 
team with an eye on the traditions 
and environment of British reta! 

ing may find themselves forced to 
wonder whether, if the team had 
contained more representatives of 
sma!l and specialised traders, its 
recommendations might have been 
different in some important 
respects; notably that of self 
service. The team seems to have 
been completely converted to the 
arguments in favour of this form 
of trading, after being told 
repeatedly that it lowers the unit 
cost of sales and increases thes 
volume, by offering a strong in 
centive to the customer to buy on 
impulse; and that its long-term 
effect must be to lower the price 
of goods. 

“Throughout the report, the 
team seems to speak with the 
voice of people who think exclu 
sively in terms of large-scale 
retailing, backed by ample finan 
cial resources. To operate most 
of their recommendations would 
imvolve considerable expense 
others relate to ideas which have 
been, or are being, already tried 


eeceeeccooer 


reader even betore he considers 
opening them Examination of 
the practice of successful firms 


izain shows that this need not be 


he case 

These successful firms do not 
ssue their list of spares in heavy 
volumes. Nowadays their cata 
logues are split up into books 


ntaining the 
dern poets 


slimmer than those c 
collected works of 


The lists are not just dull recitals 
of titles and reference numbers. 
materials and prices These are 
necessary but they are embel- 
lished by the work = technical 
irtists, by exploded drawings and 
an-brushed = phot te The 
reader can see cach part for 
himself. It is reproduced exactly 
as the part he now holds in his 
hand and wants to renew 


/ 


This not achieved 


smplicity is 


THE 3 SOULS OF TECHNICAL LITERATURE 


continued from page 614 


would-be parts list 
sighing and saying, 
another parts list to 
complete It is done by men 
ro whom every jo be it 
leaflet or brochure, manual or 
catalogue is not just another 
ob, but the job they have been 
waiting to do all their lives 
he job to which they must give 
their best. the job they are 
determined will never be better 

until the 


by the 
compiler 
Oh dear, 


next job comes 

along. 
And what did the examination 
show? Surely, above all, this 


that successful sales literature is 
not blatantly gaudy or offensively 


loud. The best tells its story with 
a quiet Voice, a voice that never 
theless is resonant with quality 


and integrity 
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WHATEVER YOU MAKE 


— make a point of visiting this Exhibition 
at OLYMPIA, LOVDOYV 


Manufacturers of every type of product, from cars to 
capsules, are faced with the problem of packaging — 
whether for Home or Export markets 

At THE PACKAGING EXHIBITION, over 150 of the 
leading members of the packaging industry show how the 
use of new developments in design, materials, methods and 
machinery can make your packaging pay — by reducing 
production costs and increasing sales at the point of 
purchase 

Everyone engaged in the marketing and selling of 
merchandise will find THE PACKAGING EXHIBITION 
interesting, stimulating and instructive 


Remember the dates .. . JANUARY 20th — 30th, 1953 
Open daily 10 am.-—7 p.m. (except Sunday) 


ee 


st, mee a 
PROV mera, 19008 
© Steve's co) 


Oreanised by 


PROVINCIAL EXHIBITIONS LTD. 


in association with 


F. W. BRIDGES & SONS LTD. 


In collaboration with The Institute of Packaging 


AN ESSENTIAL REFERENCE BOOK 
for all users of pictures for reproduction 


BRITISH SOURCES OF 


PHOTOGRAPHS 
AND 
PICTURES 


Edited by G. W. A. NUNN 

The pictorial resources of 
photographers and photographic agencies, 
museums, libraries, art galleries, societies, 
associations and industrial firms 


The very full subject index enables the 
art editor requiring a photograph on 
any subject to refer immediately to 


v jhich s - , —— 
ay oa from whi oa such photo 48,000,0f , these , yjunits}jwere produced by automatic 
graphs can_be obtained. screen process ; 1g. with ten variations of copy-matter 
and colour. Ca g dummy cartons they fold completely 


240 pp., Large Crown 8vo, 17/6 net flat for packing 


Another job well done by. . . 


OF ADVERTISING 


BRISTOL 2 - TELEPHONE 26817 . 


JUST PUBLISHED BY CASSELL 4 
From all Booksellers ‘Ty 


24 GLOUCESTER STREDT 


20160 
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I, your market among the 
people at home and abroad who 


Tee ©ENNMEOY PRESS LTO 


Why the HOME 
COUNTIES NEWS- 
PAPERS GROUP of 
ELEVEN 
ual LOCAL newspapers is still 
the dominating advertising force 
in BEDS, HERTS and BUCKS — His 
organisation can give you all the 
information you require. 


HOME COUNTIES 
WEWSPAPERS GROUP 


= 45 


INCH 


LATEST AB.C. NET SALES 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 

131 Fleet Sereet, E.C.4 Central 

Head Office LUTON Phone 5050 


manaflacture or ase metals ? 


1S YOUR ADVERTISING MEDIUM 


KING STREET WEST, MANCHESTER 3 
S1OTO8O STeEET LONDON wes 


A reliable medium for 
HOME & EXPORT 


Advertising, reaching the 


firms that matter and read by 


Executives in ali Branches ot 
the METAL and its Allied 
industries. 

Twice Weekly. 
Tuesdays & Fridays. 


Have youa 
product or 
Service to offer 
EXPORTERS ? 


if you have, you will find 
the advertising columns 
of The Merchant Ship- 
per invaluable in keeping 

r mame before the 
Exp Managers of all 


the monthly paper 
which keeps the Export 
Manager up-to-date with 
all the latest changes - 
ex regulations an: 

is  pubtenien which is 
always being consulted. 
Your advertisement will 
be constantly before the 
individual who can use 
your product or service. 


* 


Specimen copy and odvertising roves 
will be sent on application to: 


THE MERCHANT SHIPPER 
26-28 Billiter St., London, 
E.c.3 


Phone : Royal 5322 


Trade press view-point—continued 
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out in this country. They do, 
indeed. seem to have fallen into 
the all-too-frequent error of 
regarding retailing as a whole, to 
which a set of genera! principles 
applies with only slight variations 
as between trade and trade; 
whereas in fact, almost the only 
feature common to the varied, 
heterogeneous and unrelated col- 
lection of shops that cater for the 
needs of the buyer in this country 
s that people on one side of the 
counter hand things over to 
people on the other side of the 
counter in exchange for money. 
“To say that the report is too 
general, however, does not mean 
that the British retailer can learn 
nothing from it; or from his 
American counterpart. 

“It is interesting to learn that 
in the United States so much im- 
portance is attached to the train- 
ing of managers and so very little 
to the training of sales staffs in 
the technical knowledge of the 
goods they handle. As for self- 
service, if the British ironmonger’s 
reactions to it are inclined to be 
a little conservative, he should 
take due note that when the food 
trades in the United States 
realised its undoubted effective- 
ness in speeding up their turn- 
over, they began to add to their 
range the more profitable lines 
from the hardware and other 
trades.” 

* * 
HE view of the Grocers’ 
Gazette is that the report 
contains no fireworks but a lot of 
food for thought. “Since self- 
service trading in one form or 
another is the universal system in 

America, the report naturally 
deals very largely with this sub- 
ject, but no sweeping recommend- 
ations are made.” says the jour- 
nal. “The furthest the team will 
20 in this direction is to recom- 
mend that every encouragement 
should be given to those bold 
enough to exneriment with self- 
service or a modified version of 
it. It is the opinion of the team 
that one way of giving this 
encouragement would be for the 
Government to provide some 


NGRY letters from smaller 

retailers about the “unfair- 
ness” of hie firms who are 
offering gifts with shoes prompts 
the Shoe and Leather News to 
analyse the position and ask: 
Ts it unfair? 

“Isn't the point rather whether 
it is good trading?” the writer 
observes. “Isn't is rather a wav 
of doing business which brings in 
the cash customers nobody par- 
ticularly wants—the ones that 
shon around and stick to nobody 
while our smal! private retailer 


likes to build un confidence in 
himself and the value he gives his 
customers—and this is not done 
by giving away tove! If every 
shop eave away tovs. manv @ 
shrewd customer would inquire 


substantial tax relief on the capi- 
tal expenditure on fixtures, fit- 
tings and cabinets. 

“In any event, the development 
of self-service in Britain calls for 
the maximum co-operation of 
manufacturers 

“There must be effective pre- 
sentation of the goods by way of 
attractive packaging 

“No one will quarrel with these 
and the other conclusions of the 
team, who wisely qualify their 
approval by saying that self- 
service on a wide scale can be 
introduced ‘when conditions are 
favourable.” American retailers 
have found that their only hope 
of survival lies in conversion to 
self-service, but the paralle! is not 
true of Britain.” 

. * * 

“QVHALL we become a nation 

of order-takers or handers- 
over of merchandise?” asks the 
Outfitter, commenting on the 
report. It goes on: “Our pres- 
tige as a nation of merchants 
and shopkeepers has held us in 
good stead through many a pros 
perous era. Therefore. should we 
pay too much attention to the 
business methods of American 
retailers—a country which by 
reason of its geography alone 
must have a vastly different 
method of retailing to ourselves? 

“The team’s conclusions on the 
efficiency of self-selection and 
self-service methods will, indeed 
interest those outfitters who deal 
mainly in the fixed price and 
cheaper grades of merchandise 
One of the prerogatives of the 
individual outfitter to-day. how- 
ever, is his specialisation and his 
personal service A conclusion 
reached by the retailing team is 
that there are some tvnes of trode 
in which a change from orthodox 
counter service would be undesir 
able. We fee! that generally the 
men’s trade is in this cateroryv 

“The retailing team’s recom- 
menditions on the standardisa- 
tion of sizes and nackagine of 
merchandise particularly demand 
consideration. but do not let the 
salesmen of our trade hecome 
increasingly a stereotvned army cf 
regimental order-takers.” 


... ANOTHER GIFTS EXPLOSION 


if value came off the shoes to 
pav for these gifts. It is all very 
well at Christmas, but all the vear 
round it is quite another matter 

“Are tovs good advertising” 
Balloons and balls which carry 
the name of the shon have the 
value that the name travels out 
with the customer—hur it does 
not necessarily carry with it anv 
message about the quality of the 
shoes 

“It can be areued that the gift 
stamped with the name of the 
shon gets into the customers’ 
hands where a printed advertise- 
ment may not he seen It can 
also be argued that the tov. so 
lone as it survives. carries this 
mame while the advertisement 
may end up wrapped round the 
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CHANGE OF TITLE 


In order to describe more accurately the 
editorial scope of the contents, the title of 
TIMBER NEWS will, commencing 
with the January 1953 issue, be changed to 


TIMBER TECHNOLOGY & 
MACHINE WOODWORKING 


This change in no way affects the existing 
editorial policy, ownership or advertising 


rates, 


TIMBER NEWS LIMITED 
154 FLEET STREET, LONDON, E.C.4 


COMES ONCE 
A YEAR 


130,000 MES EVERY DAY 


LEICESTER 
MERCURY 


LONDON. CPR CRANE. 44 FLEET ST. £.C-4. TEL. CEN 6820 | 


ADVERTISER'S WEEKLY 


Carrickfergus Castle, Co. Antrim 


Helfast Netws- Letter 


Established 1737 


Northern Ireland's Premier Newspaper 
Advertisement Manager: W. M. CHAPMAN 
London Manager’ ERNEST METCALFE, 85. Fleet Street 


Women find what they want in 


Stitcheratt 


ABC net sales 2! pies a month: Type area page 84 ins. x 6 ins 
£204 a page: Ad’ | Manager S. H. BOWDEN, Stitchcraft Lid . 
Great West R tford, Middlesex. Telephone EALing 6283 
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continued 

fish and chips. The weakn 
ircly ws that such an ar ‘ 
given away free, bears no 1 
tionship to the integrity of the | 
tore Ihe printed advertise 

can at least convey something ot 
the ability of the shop 


inmxious to give good service 


cus wmHe;rs 
. . * 
— possibility of setting up 
s hairdressing advice bureau 
n Edinburgh is under considera 


Hairdressers’ Jour 


nm. reports 


ra Broadly speaking the idea 

for montniy t bimonthly 
advertisements in the local press 
vutlining an advisory service for 

the public The cost would be 

borne by the local branch of the 

> Hairdressers’ Guild. In the hands 
f the secretary of the branch 

’ would be a list of all members 
irticipating, and the services in 

which they specialise For im 

ince, some May run pedicure 

rvices ber na rake i 
speciality of beauty treatmen } 
iddition to normal hairdressing 


Architecture 


BRITISH HOUSING AND PLANNING 
REVIEW 


local 
ies 


Largest circulation amon 
authorities and official 
in U 
Biemonthly 1/6 
42 Devonshire Street, London, W.! 


The Monthly 
Register 


TRADE A 
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Can-Making Trade 


Gas 


Boot and Shoe Trade 


Britain's Leading Weekly 

Shoe & Leather Trade Paper — 

THE SHOE & LEATHER NEWS 

SPENCER WOUSE, SOUTH PLACE, E.C.2 
Advertisement Rates on Application 


Telephone MON 0666 9 


TIN-PRINTER & 

BOX MAKER 
Specialist monthly magazine covering print- 
ing on sheet metals, and che fabrication of 
plain and decorated tins, cans and boxes 

from tinplate and aluminium 
CANNING PUBLICATIONS 

14-15 COLEMAN ST.,.LONDON,EC2 

Tel.: MONarch 1995 


Gas Journal 


Newspaper and expert technical weekly 


Gas Service 


The specialise for Gas Sales and 
Service Staffs 


It Bolt Court, Fleet Street, E.C.4 


Furnishing Trade 


THE SHOE & LEATHER 


RECORD 


Founded 1886 


Read by the men who 
matter in the trade 


* 
GRANVILLE HOUSE 


ind styling services; some may be 

prepared to execute the blow 
; wave which has regained a 

certam amount of popularity in 
Glasgow and so on 

Prospective users of the advic 
service would be encouraged 
state their special requirements 
and would be given a list of the 
slons in them distr where th 

rvice could be obtained 


It ws thought likely that the cost 


{ advertising would have to be 
yor ne partly by a lev I 
varticipating members 

. . * 


( NE of the pioneers 
feature-fitting shoes 
country, Selberite Arch Prese 
was also one of the first ft 
nerchandised is 1 comt ! 
ypecration vetween naker ana 
etailer, beginning with staff tra 
ng and going right throug! 
poimt of sal Ipport I 
methods are st ippled 
Shoe ar I r Record 1 
Selberite sales omot 1 
thon ssucs t { 
sements cf b one 
eading ager pays | 
retailer's costs for space and 
tion and. if desired k 


nvolved 
cards and even ’ « 
closely linked to the s 
as told n the adve 
freely supplied and, | ura 
ment, fitting weeks ¢ 
anised with a trained consulta 
n attendance 

“Probably the greatest 

presence of a den 


add to the own know 
fitting and so to b 
equipped for carrying on w 


good work,” says the jou 


} ARUNDEL ST. LONDON WO) 
Tel. TEM 5524/6 


Building 


<BR. 


BEDDING & UPHOLSTERY 

incorporating “ SLEEP” 

The only British Specialised journal 

devoted solely to the industry, cover-_ 

ing Fillings Springs © Components 

Machinery Fimshed Mattresses 

and Upholstered Sustes. 

33 Furnival Street, London, E.C.4 

Tel: Holborn 9556 


1 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, E.C.4 
Tel.: CHA. 8844 


Campaign in a 
**Selling *’ Journal 
“GAS TIMES” 


appliances 
equipment 
“INDUSTRIAL 
fired furnaces 
Neating 
Both 


tion 


Sells 
and 


gas plant 
enginecring 


Gas” 
dryers 

equipment 

Editoria 


Sells 
and 


gas 


are under the Direc 


r WF. Coxon, M 

FRI¢ FIM. M Inst F 

Enquiries 

ARROW PRESS LIMITED 

157 Hagden Lane, Watford, Herts 
Telephone Gadebrook 23089 
Telegrams Techpress. Watford 


Health, Hygiene and 
Sanitation 


World's Leading journal for 
Health, Hygiene and Sanitation 


THE JOURNAL OF THE 
Royal Sanitary Institute 


90 Buckingham Palace Road, S.W.! 
Tel.: SLOane 5134-5 


Insurance 


Heavy Clay 


Industries 


THE BRITISH CLAYWORKER 

Leoding world technica! journal for 

Brick, Tile and Senitary Ware 
Industries. 

Overseas Sales equal 33%, 
circulation. 

CLAY & BRICK PUBLICATIONS LTD. 


23 Tavistock Street, London, W.C.2 
TEMple Bar 7664 


SERVING THE CERAMIC INDUSTRY 
The Refractories Journal (Official Organ 
of The Refractories Association of Great 
Britain) craft (Official Organ of the 
Institute of Clay Technology). ‘eramic 

for Machinery Makers and Ceramic 
Manufacturers at home and 
(Published at 34 Townsend Drive, 
Albans, Herts.) Annual Subscription: 

Gt. Briain, 35s. Overse 
Loadon & Sheffield Publishing 


7 Chesterfield Gdns 


30s 


as 
Ce. Léd., 
Curzon St.. W.! 


Municipal Works and 
Local Government 


Gg. L 
fo alt 


2ist YEAR 
| OF PUBLICATION 


ro 
r sooo TRADE aeview. ere 


a 


Insurance 
Advertising 


The December issue of Insurance 
Brokers’ Monthly, just published, 
is a special number dealing with 
Insurance Advertising 
Copies are available on 
to 


request 


The Commercial Manager 
INSURANCE BROKERS’ MONTHLY 
5S New Bridge Stree, London, E.C4 

Tel.: CiTy 4815 


The Powerful and Trusted 
Journal for all 
Advertisers 
wishing to reach :— 

@ EVERY LOCAL AUTHORITY 

@ PUBLIC WORKS CONTRACTORS 
@ THE BUILDING INDUSTRY 

@ ARCHITECTS & SURVEYORS 


8 SOUTHAMPTON ROW, W.C.! 
TELEPHONE: HOLBORN 0452 
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Publications 


Meat Trade 


Meat Trades’ Journal 
Weekly net sales exceed 
31,000 
For over 60 years the official 
organ of the meat trade 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


Painting and 
Decorating Trade 


Established 
i) Fy e @ iss 


The Journal of Decorative 
Art & British Decorator 
The Legding journal for all associated 
with the Painting and Decorating Trade 
CROMFORD HOUSE - MANCHESTER 4 


Metal Industries 


jirst journal in steel 

for real reader interest 
a 

THE BRITISH 


STEELMAKER 


7 CHESTERFIELD GARDENS W.! 
REGent 3066 


Photography 


Good Photography 


Monthly—for all 
amateur photographers 


It Bolt Court, Fleet Street, E.C.4 


THE BRITISH WIRE JOURNAL 


THE WIRE INDUSTRY 


world wide appeal to 
buyers of 
WIRE - WIRE ARTICLES - CABLES 
ROPES - MACHINERY - EQUIPMENT 
Editorial and Publishing Offices 
33 Furnival Street, London, E.cA 
Tel. Holborn 9556 


Paper Trade 


70 CONTACT TRIAL 
Te woUs. BUYERS. 


USE THEIR OWN WEEKUS 


supplies 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
*® Local Authorities 
% Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone : Grosvenor 7281 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


Mining 


S. C. PHILLIPS & CO., LTD 
3 TUDOR STREET, LONDON, E.C.4 


AVERY BIG COVERAGE 

OF THE MINING INDUSTRY 

IN ALMOST EVERY SINGLE 
OVERSEAS COUNTRY 


Member of the 
Audit Bureau of Circulations 


EQUIPMENT 


16 KING STREET, LONDON, £.C.2 
Telephone: MONarch 3293 


ant WORLD's 


PAPER@) TRADE 
REVIEW 


THE PAPERMAKERS WEEKLY JOURNAL 
A B.c. MEMBER 


329. HIGH HOLBORN. LONDON. WC! 


Transport 


4,000 Million Miles 


are covered every year by 
Taxis and Private Hire Cars 


The STEERING WHEEL 
ONLY gives full coverage 


Printing Trade 


Industry in 
65 Countries 


4 
urnal Lt 
» The Mining “ ece 
S George OM 

te 


att 


THE BRITISH & COLONIAL 


er 


am 
THE ONLY TRADE WEEKLY 


Paperé Print 
QUARTERLY 
329. HIGH HOLBORN. W.C.!I 


PASSENGER 
TRANSPORT 


* 
Your announcement in “ I’.T.” 
reaches operators and mani fac- 
turers of the world’s largest road 

vehicle fleets. 

* 
PASSENGER 
TRANSPORT 


Timber Trade 


Sports Trade 


THE SPORTS DEALER 


The monthly Trade Paper that is read 
by Sports Retailers at home and 
overseas. Published by 
THE SPORTS DEALER LTD 
655 GRAND BUILDINGS, 
TRAFALGAR SQUARE, LONDON, W.C.2 
Telephone. Whiteha!! 4962 


—The 


WOODWORKING 
INDUSTRY 


The technical Jour: he 
timber using indus« 


180 Fleet St., Londo 
Tel.. CHA 88 


ADVERTISER'S WEEKLY 


‘TO SET STANDARDS 
IS ADVERTISER’S 
RESPONSIBILITY’ 


“There is a very real danger,” 
writes Peter R. Davis in an 
article on trade and technical ad 
vertising in the current issue of 
Future, “that the further devel 
opment of this field of advertising 
may be retarded unless every 
effort is made to understand the 
problems which arise when 
capital equipment is advertised 

“These problems,” continues 
Mr. Davis, “are largely a result 
of the rapid post-war develop 
ment.” 

Recent years, he continues, had 
seen considerable progress in new 
techniques necessary in this field 
But further improvements were 
essential if standards were to 
reach those of consumer goods 
advertising aes suggestions 
have been ered.” adds the 
article : point the issue 
is quite cle the advertisers 


| themselves must bear the maior 


responsibility Their’s is the 
money which finances the adver 


| tising industry and they are, there 


fore, in a position to set the 
necessary standards which the 
remainder must attain.” 

The article stresses the diffi 
culties of tracing results and 
maintains that this must be borne 
in mind when the appropriation 
is fixed 

SPECIFIC 

“It seems to me that best results 
are likely to be obtained from an 
advertisement that features one 
particular range-—and tells the 
story of that range in a brief 
interesting way 

‘The alternative is the cata 
logue type of advertisement. This 
needs a striking headline, a good 
illustration, and a factual descrip 
tion of several ranges.” — Advice 
in Millinery and Hatting Year 
book published by British 
Millinery 


Farm machinery 
annual 


Two books on farming machin 
ery have been published by Farm 


Mechanization (Temple Press 
Ltd.) The third annual edition 
of Farm Mechanization Director, 
lists 1,600 firms and 1,500 trade 
marks and trade names The 
second book is British Wheeled 
Tractors which — includes 
British Standard test reports on 
current tractor models 
* * * 


Considerable = comment has 
been caused in technical circles by 
a series of articles on American 
developments in titanium tech 
nology now running in Light 
Metals 

* . * 


Range and coverage of the 17 
journals published by the Britis 
Medical Association 
na new 
director 
listed 


s described 
issued by 
Francis, advertisement 
Advertisement rates are 


pamphlet 
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IY 4)-4)-4)-4)-4)-4)-4)-4)-4-4)-4)-4)-4)-4)-4)-4)-4) 4) QU ee 
Campaign timing switched 


eo) 
WHO to tie in with the NEWS 


The agency's first job was 
| not to submit an advertising 

are the scheme but to recommenda PROTECTIVE FOOTWEAR 
| name for the product and to 
design this trade mark. The 


{] \) ) | 0§ next job was to produce | e 
| stationery, packs, labels, 
guarantee forms. Only then 
after the selling policy had 


with the most up-to-date 


come into the picture. 
FULLY MECHANISED 


T is often the habit of ad- The advantage to client and 
vertising managers to use agency of single agency opera- 
more than one agency. This ‘® was borne out recently 
in the case of a campaign 
may have its origin in em- 


undertaken by the Bristol branch 
pirical experience which shows of Glovers Advertising Ltd. to 


one agency to have a better launch a new brand of safety 
technique on one side of the footwear on the market. This 
business—it may be direct Product is being manufactured 


[ r te. b - le 
mail, press advertising, outdoor mae marketed Sy 0 sew West 


. : ; 2 ae Country firm—Protective Foot 
campaigns or what you will— wear Service Ltd. — operating 


H than another, but it may, too, om Bristol. 
supported by a fully equipped ion goer in a doctrinaire yeah 
and mistaken adherence to a 


policy of not putting all your safety factor 

advertising eggs in one basket, Protective footwear is distin- 

presumably on the grounds guished from other forms by the 
. : the 


that a little healthy competition '"COrPoration in the boots and 
is good for the agency's soul shoes of a stee! toe-cap tested to 


, ? withstand crushing pressures and 
and service. thus to safeguard the wearer 

Agencies which have been con- against occupational hazards 

cerned with the launching of Application is obviously wide—it 


new products realise how desir- is estimated that three to four 
able it is that the entire cam- thousand workers are laid off 
and paign should be handled by the each week from foot injuries 

single agency. This ensures har- alone—and there were already, 
mony of emphasis on the various when manufacture started, a num 


advertising instruments used, ber of brands being marketed 
facilitates the mechanics of the under the genera! classification of 
production schedule, and—most “protective footwear.” The safety 
important—lends flexibility to the factor being a common denomi- 


campaign so that unforeseeable nator in all footwear manufac- 
favourable factors can be ex tured to the relevant British 


SERVICE ploited with maximum effect Standard Specification, it was 


WHY- _ 
VPA 


a. 


ADVERTISING » PHOTOGRAPHY - ART 


Sudden news of a 
conference on pro 
fective f twear 
who send Christmas ( reetings to old, new, and ahaved the sion ne 
of the whol, 

potentio! clients scheme. — Mailing 

shots incorporating 
mnéewspaper cultines 


UEUEVERERELENE S'S UCU ed 
‘a: a advantage of the 


A*PsAs STUDIOS 2/4 GRAYS INN ROAD | (frofuitons pub 


LONDON : W < Telephone : TERminus 11845 this conference 
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How many [IME readers 


will be coming ? 


* 


Among the thousands of visitors coming to Britain next 
summer, a considerable proportion will be readers of one of 
the international editions of Time Magazine. For Time is the 
favourite news magazine of travelled and influential men 
and women in every civilised country of the world. Many 
TIME readers will be booking their passages in British liners 
or aircraft ; all will have money to spend on British quality 
goods and services. By taking space in one, or all, of the 


é 


ATLANTIC PACIFIC 


international editions of 1iME now, you can make sure that 
your name is known to thousands of visitors who are 
potential customers of yours next summer, and who will 
be ambassadors for British products when they return 
home. Write or ask 5 agent to consult the Advertise- 
ment Manager, Time-\ife International, 4 Dean Street, 
W.1, to learn how nomically you can win this im- 
portant cosmopolitan market for your goods and services. 


CANADIAN | LATIN AMERICAN 
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Timber: 
Machinery 


Electric 
Motors 


Factory 
Transport 
Equipment 


Air 
Conditioning 
Plant 


Spray 
Painting 


Lighting 
Installation 


Conveyor 
Systems 


Safety 
Equipment 


The 


ADVERTISERS WEFALY 


[hese products, and there are 
many others, will find a new 
ales Outlet when advertised 


) the big organisations of the 
timber using industries 
Woodworking Industry’ 
tands alone as the only tech- 
nical journal in this field. It 
by-passes the retail trade and 
lirects every copy to the 
anufacturers who use tim- 


ber as their primary raw 
iterial 


Every month ‘Woodworking 

stry’ has the attention of 

ecutives in all the leading 
ses in this industry 


WOODWORKING 


pWrite for + 


THE WOODWORKING 


190 FLEET STREET 


INDUSTRY 


i full particulars today 


aY, TRADE CHRONICLES LTO 
4 TEL. CHANCERY 8844 


idvertising case history 
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continued 


decided to angle the campaign to 


emphasise the significant variable 


the new feature being offered 
by Protective Footwear Service 
Ltd. the combination of en 


hanced durability with safety from 


njury 
. : , 
Longer life 

story stressed 

This resides in the use of 
leathers and threads specially 
manufactured and processed to 
resist both the Wear and tear of 
rough working conditions and 
also the deleterious action of 
chemical reagents and other fac 
tors. It was expertly estimated 
that these top grade materials 
would add, perhaps, 50 per cent 
o the working life of the product. 
ind it was decided to eschew the 
gambit and brand the 
product as the “Plus Fifty range 
of protective footwear” the 
safety footwear with the fifty per 
cent longer iife 

In launching Plus Fifty, the 
schedule embraced the use of 
trade press advertising, sales 
letters and posters The direct 
| shots were timed for 


safety” 


mail 
despatch when the trade press ad- 
vertising had got under way. A 
new firm marketing a new pro- 
duct has to break down the 
initial sales resistance of cold 
prospects with name familiarisa- 
tion before hard selling literature 
can bring its full power to bear 
In this case, however, an impor- 
tant factor, unforseeable at the 
inception of the campaign, inter- 
vened at the design stage and 
changed the whole gearing of the 
schedule and the plan and tempo 
of the campaign 

This was the announcement of 
the holding of a conference spon 
sored by the footwear industry 
ind attended by representatives of 
the Board of Trade, the Ministry 
of Labour and the T.U.C. for 
the purpose of drawing attention 
the new specifications for the 
nanutacture of safety footwear 
It was felt at once that every 
thing possible should be done to 
cash m on the gratuitous publi 
city value of the conference, and 
that the mailing campaign should 
Ye brought forward to exploit the 
new situation 


Fast 
schedule 


he short tin 


¢ ntervening 
between the announcement and 
the conference made it necessary 
to work to a fast schedule and 
when strategy was discussed with 
the client, it was decided to get 
the first sales letter out to arrive 
on the morning after the confer- 
ence (only eight days away). In 
this way, the publicity given to 
the conference in the press and 
on the radio would be exploited 
with maximum effect while people 
were still “safety” tootWear con- 
scious.” Two hard selling letters 
with strong “t fit’ captions 
were drafted for client’s ap- 
proval and the first of these was 
on the desk of the recipients—the 
18.000 nailing st consisted 
mainivy Of welfare officers cover 


ing a wide field of industry the 
morning after the conference 
The letter was accompanied by a 
business reply card requesting an 
llustrated leaflet 

The supreme importance of 
timing in direct mai} selling was 
demonstrated by the results 
There were 140 replies per return 
of post Inquiries continued 
steadily for 14 days and though 
slackening off somewhat there 
after, are still coming in, the tota 
to date being nearly 400 

Shot 2 went out three weeks 
after the first, and though results 
are still incomplete, there has so 
far been a response of almost 2 


“am meer » 2 
'-— =e eee 
° 
Paty 
t) 


PROTECTIVE FOOTWEAR SERVICE LiMiTED 


Trade and specialised journals 

were used to tell buyers and wel 

fare offers in large and small 

organisations about the new 
footwear range 


per cent of which almost 80 per 
cent were actual orders 

These figures must be judged 
in terms of response to trade 
solic tation from a new firm mar 
keting an entirely new name and 
brand of product, before the press 
and display part of the campaign 
got under way. And the qualita 
tive value of the inquiries in 
terms of potential business gives 
them a far greater quantitative 
importance than at first sight is 
suggested by the bare figure—in 
itself satisfactory. For example. 
there was a very high percentage 
inquiry from the Gas Boards and 
Electricity Undertakings, as we! 
as from big firms in heavy 
industries 

The bringing forward of the 
direct mail part of the campaign 
was accompanied by a similar 
hustling of the rest of the 
schedule and production of 
posters, press ads packaging 
material, box and parce! labels. 
guarantee forms for the insu: ance 
carried by each pair of Plus 
Fifties, down to the tags them 
selves, Were pushed to follow up 
fast on the initial impact. 

The entire campaign is now 
running successfully and the Plus 
Fifty is well and truly launched 
on the industrial market 
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from photographs. 
With tracing paper — carbons too, 
The job took much too long to do, 
Which meant that 
poor old Smithers’ time 

. 4 In profits 

hardly showed a dime. 
Yet Smithers’ chief 


was loath to say: 


“ Augustus, kindly go away”. 
Instead, he had a brilliant thought; 
Some Kodatrace he wisely bought. 
Now Gus does drawings by the score, 

Where he did single ones before, 
By simply tracing through, in ink, 
The finest details, in a wink. - 


This better work, this faster pace i 


Is solely due to Kodatrace. ; 
A KODAK PRODUCT 
ee 


Kodatrace ; 


THE MODERN TRACING FILM 


Supplied in 30° and 40° widths in rolls of 20 yards 
and half rolis of 10 yards. 


Sole Distributors : HC Slen 
CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. Tel: HOL. 6086 
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A.B.C, 23,213 


The 
Largest circulation 


CANINE MAGAZINE 
THE 


DOGS’ BULLETIN 


_— 
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Advertising Department 
Newspaper Representations Ltd. 
231 Strand, W.C.2 


Te: CITy 5906 
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5 
CORONATION 
—— 


Black and white reproductions by- 
Screen - process produced under 
Licence for Reyal Photographers 
Baron, Karsh and Dorothy Wilding 


24"x 18" 3 J- each 
30"x 20" 3/6 each 
36"x 24" ss SJ- each 
40"x 30" 6/- each 
60"x 40"___ 7/6 each 


PRIESTLEYS 


Commercial Road, Gloucester 
Telephone, Gloucester 22281 (4 lines) 
9, Buckingham Street, London WC2 
Telephone; Trafalgar 4277-8. 
Daimler House, Paradise S., Birmingham 1. Tef. Mid. 0528 
Victoria Buildings, *: ‘cansgate, Manchester3. Tel. Bla. 3851 
120, Bute Street, Cardiff. ‘Telephone Cardiff 31217. 
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ADVERTISER'S WEEK| ) 
W. MEMORY IS 
SON OF FAMOUS 
REPORTER 


BBi.. MEMORY who will head the 


News Chronicle advertisement 
department when W. E. Tomlin 
relinquishes the advertisement direc 


torshup at the end of the year, has 
roots deep in Fleet Street. His 
father, the late F. W. Memory, was 
t 8 years with the Daily Mail 
first as crime reporter and later as 
! roogen ed lo 
When the present Mr. Memory 
an down from Oxford (where he 
idied classics) he entered the Street 
n another role and with another 
paper the 


Daily Express 
for which h 
sold clas 

fieds and 
later, displays 
for ten years 
It was in 1943 
that he moved 
to Une 
Chronicle 
and two years 


News 


later that he 
became ad 
vert wsemeni 
manag 
under M: 
Tomlin, when 
Jon Callway 
left. He has remained with the News 
Chronicle ever since ipart f 
four years in the R.A SA 1 wh 
he was @ Captam and saw serv 
n trance, Belgium, and Germar 
I the advertising imdusiry a 
1 whole, his mam contribu n ha 
been h h hip f thre 
years of the N P_A.--Newspu px 


Society 


jOIM recognition cx 


WHY WORRY? 


AMONG the many friends whose 
ood wishes will go with BE. Ward 


jon when, 
T. Booth Waddicor 


after 29 
Exchange, 


in January, he joins 
as a director, 
years with London Press 
the students at 
two LLP.A. week-end courses over 


which he has presided. 


The 


im manner 


the happy 


almosp 


The LI 


P.A 


is fortunate 


Mr 


creating 
happy 
is allowed to forget 
that the party has a serious purpose 
education committec 


in that he will be able 


success of these courses has 
owed much to the zeal and person- 
ality of their chairman. Churchillian 
as in figure, 
Burton inspires affection by his gruff 
geniality and respect by his firmness 
While he stands no nonsense, he has 
knack of 
of a 

though no one 


to continue as its chairman. 


* 


London Branch, 


nagers’ 


his audience 
Beverley Baxter, M.P., began 
salesman, 
Pardon me, 
” baby 


gucst 
life as a 
Baxter 
began life 
grand! 


Following this 
told how, 


Baxter 
a cataloguc 


selling psychology. 
ing that was 


piano 
intervened 
as a 
someone murmured 
introduction 


* 


Association, 


last week 


baby.’ 


armed 


on a house where there 


that 


“What 
'" he said. 


i 


+ 


Wuen E. C. Lee, chairman, 
Incorporated Sales 
informed 
their 


You can’t stretch your in- 


adequate appropriation to include every kind of 
media, but at a cost of 2,084. per column inch 


per thousand, 


the 


Universe will give you 


Quality, Quantity and responsive readership. 


OVER 255,000 COPIES WEEKLY 


Ec4 


FIFLD HOUSE BRI 


ILDINGS 


LONDON 


vee 


the 


Ward 


the 
party, 


Mr 


Mr. 
only with 
he learned some sound 
a tram 
“You call 
% 4&4 man, 
his wife, and maybe two daughters. 


1 
| 


And while 
to decide 


talking to them you have 
“Which of them is boss 


Mi Baxter was in great form in 
describing how he arrived in Lon- 
don without knowing a soul—“not 
even Hannen Swaffer and how 
he subsequently “sold himself” to 
Lord Beaverbrook who “like Venus, 
received me while in his bath—- 
thought he didn't look like Venus!” 
His method was to get the great 
litle man to talk about himself. 

Incidentally, Mr. Baxter's advice 


to 4 man with a marriageable 
daughter ts Get her to sit next to 
a man and say to him, ‘Tell me 


about yourself.’ ’ 


Pioneer in use 
of colour 


Tue booking of the first full 
colour page ever to appear in a trade 
magazine is a distinction claimed by 
Edgar S. Sibun. He was certainly 
4 pioneer in the use of colour in 
advertisements, and soon followed 
up his first page with another full 
colour, plus gold 

de has many friends all over the 
country, particularly in the textile in- 
dustry, and they will wish him a 
long and happy retirement when he 
leaves N. T P. at the end of the year. 

Vv. G. » who succeeds him 
as advertisement director of all 
National Trade Press publications 
except the “Footwear” group, joined 
the firm in September 1939 and 
came back to it from the Army in 
September 1946. Those who know 
him also know that he can be 
counted on to fill his important new 
position with distinction. 


7 * * 


This beautiful 
antique 
Friesian clock 
has been 
jointly pre- 
sented by the 
“Algemeen 
Handelsblad,” 
of Amster- 
dam, and the 
Nieuwe Rot- 
terda mse 
Courant” of 
Rotterdam, to 
George 
Young, of 
Overseas Pub- 
icity & Ser- 
vice Agency 
Litd., who has 
represented 
the papers in 
Great Britain 
for over a 
quarter of a 
century. 


GIFT OF A 


* os * 
ONE-MAN a: 


Embassy Theat 
by Jack Seward. 
Saward, chairman of Saward, Baker 
& Co., Lid., aroused keen interest. 

Jack Saward has studied art in 
London, Florence and Paris, but 
has made the production of spon- 
sored films his career. An instruc- 
tional and documentary film director 
and producer of note, he was for 
some time consulting producer to 
the LC.1. film unit He is now 
producing independenily 


exhibition at the 


son 


December 11, 1952 


Fifty years in 
Fleet Street 


It is fifty years since Walter 
of Amalgamated Press, first 

entered Fleet Street. He started in 
1902 in the block department of 
the Black and White Publishing Co., 
on the corner of Bouverie Street 
From then on, until he finally settled 
with A.P. in 1924, he served with 
a variety of publishers and journals 
on the Methodist Recorder, Public 
Opinion, the 
Evening 
Times (which 
closed down 
through the 
publication of 
a false Crip- 
pen confes- 
sion), Lotin- 
gas Weekly, 
Hu tchinson’s 
P u blications, 
and finally 
with Louis 
Cassier & 


Co., Ltd., 
publishers of 
Sales an- 
agement, 
Retail Selling, and similar journals. 

Under the directorship of A. W. 
Burnett, Walter Phenna represents 
Woman's Weekly, Woman's World, 
Home Companion, Woman's Com- 


panion, Oracle, and Miracle. 

He joined the old Ficet Street 
Club way back in 1911; is also a 
former member of the Aldwych 
Club; and regularly plays for the 
“reps.” in the annual Reps. v. 
Agents bowls match. But his fav- 


ourite pastime is deep sea fishing. 
He owns a cabin cruiser down at 
Newhaven. In fact it was at the 


annual dinner of the Newhaven 
Deep Sea Anglers Club, that he 
celebrated his golden jubilee in 
advertising. 

* * * 


HAvinG heard glowing stories 
from motoring friends of the case 
with which a car, with driver and 
passengers, can be flown across the 
Channel, | was delighted when 
John S. Webb, of Silver City Air- 
ways, invited me to fly with him 
from Lympne to Le Touquet to see 
the service in action. 

My time for the journey must 
have been almost a record. Leaving 
Charing Cross at 9.15, I reached Le 
Touguet just after 11.30. A stroll 
round the town, lunch at the air- 
port restaurant, then back to 
Lympne by about 3.30—no fuss, no 
crowds, no irritating delays. 

This holds good for motorists, 
too. Each of the flect of nine big 
Bristol Freighters accommodates two 
cars, with a cabin for passengers. 


Contact 


WEEKS WISECRACK 


~“ 


“No—I’m afraid we can’t 
arrange a front page 
solus for you on the 
Coronation souvenir pro- 
gramme.” 
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‘Ideal Home Book’ sets standard — 
for gracious living 


Magnificent ideas in furnishing, 
decoration, design, and home 
equipment crowd the pages of 
the Daily Mail Ideal Home Book, 
1952-53. 

“At the beginning of the 
second Elizabethan Age comes a 
revival of that spirit of adventure 
which characterised the first 
Elizabethans,” writes the editor 
Frances Lake, and adventure, 
grace, and imagination im a 
domestic setting ars to be seen in 
every one of the ensuing pages 

Under the headings House and 
Home, Furnishing, Managing the 
Home, and Leisure and Interest, 
ure some 40 articles whose superb 
Jlustrations range from the sump- 
tuous interiors of Buckingham 
Palace to the most modern of 
flats Flowers, wines, kitchen 
equipment, gardens, tableware, 
bookshelves, and porcelain, in 
Styles to suit all tastes (so long 
as they are good) and most 
pockets, catch the eye and are 
discoursed upon authoritatively 
So also do some of the French 
impressionists Whose work is 
shown in eight fine colour-plates 

Advertisements, many of them 
in colour, from some 200 adver 
tisers, serve to enhance the value 
and appeal! of a book that should 
prove an admirable Christmas 
gift 

Published at 12s. 6d., by Asso 
ciated Newspapers, it is printed 
by Bemrose and Sons, on art 
Paper supplied by the Carron 
grove Paper Co 

* * * 

There are more tha in 100 adver 
tisers in the 1952/3 edition of 
Jane’s All the World's Aircraft and 
a record number of full-colour ad 
vertisements Advertising was first 
accepted in this book in 1910, but 
the 1953 4 rate of £50 a page is only 
double that of 30 years ago. The 
book's 430 pages have been almost 
completely revised. and nearly 60 
per cent of the 680 illustrations are 
new New features are an index of 
aircraft not now in production but 
still in service, and the tabulation of 
world’s airlines equipment Adver- 
tisement manager is Owen F. Porter 
of the Trade Press Association Ltd 


Circulations 


Net sale of the Daily Express in 
November averaged 4,108,855 copies 
a day 

* * . 


Circulation of the Daily Telegraph 
during November averaged 991,092 
copies daily. 

* * . 

Beginning January | The Field 
will be dated Thursday and will be 
on sale from Thursday morning 
every week 

* * * 


Allotment and Home Garden, 
monthly journal of the National 
Allotment and Garden Society, who 
formerly produced it, is being taken 
over by Enginecring Trader, Ltd., 
who will continue to publish it as 


the Society's official monthly 
journal. Page size will be reduced 
from crown 4to to crown 8vo 
(pocket size). J. V. Brittain, man- 
aging director of Engineering 
Trader, Ltd., will be managing 
editor, and the staff of the Garden 
Society will continue to look after 
the technical side. First issue under 
the new management will appear in 
January, price 
* * 

To be published on January 1, the 
New Year number of The Motor 
Ship, will contain a complete 
record of the progress of ship- 
building during the preceding year 

* * . 

The year in boxing, football, rac- 
ing and show business is covered in 
the annual edition of ng 
Review. Selling at 3s. 6d., the 
annual has over 160 pages and is 
well supported by advertisers. 


Christmas specials 


Christmas number of the Radio 
Times, dated December 19, will 
carry a Christmas message by the 
Dean of St. Paul's, and in the Scot- 
tish edition by the Chaplain of 
Edinburgh University, together with 
a wide variety of seasonable articles. 

* . . 


4 twelve-page Christmas Shop- 
ping supplement was included in last 
week's issue of T 

* * 


The Christmas number of C 
Life has been enlarged to 148 pages. 
On the front cover is a full colour 
reproduction of an 18th Century 
painting, and four editorial pages of 
colour show cxamples of Russian 
iconography There are 89} pages 
of advertisements, 18 of winch are 
in full colour, featuring many quality 
products. 

* . +. 

A large new semi-stifl promotion 
folder in black, grey, maroon and 
gold announces that the Coronation 
number of Homes and Gardens wi!! 
contain 16 pages in photogravure 
devoted to the Queen, four to the 
Royal Family, and four to Corona- 
tion ritual. There will be no change 
in advertisement rates 

. * * 

“Your future in the new reign 
and the Royal Horoscopes” will be 
the cover-line of the Coronation 
extra issue of Prediction, on sale 
February 11, at 2s. John Naylor 
will provide a personal guide to 
the reader's future. 

. . * 
Investor's Chronicle 
carried a 24-page supplement on 
“Insurance and You,” strongly 
supported by insurance company 
advertising. 

2 


Last week 


* . 

The 1953 edition of Holiday 
Fanfare will be published by the 
News Chronicle carly next month 
Its 32 pages will offer advice on how 
to get the most out of the many 
different sorts of holidays at home 
ind on the Continent 

* * * 

The Derbyshire Times are pub- 
ishing a photograph of an un- 
named local hostelry cach week and 
awarding £1 to the reader, giving 
a correct description and locality, 
whose letter is opened first. 


ADVERTISER'S WEEKLY 


Members and guests of the 
FLEET STREET COLUMN CLUB 


gove the truly 
magnificent sum of 
£300 


last Christmas towards the 


BART’S KIDDIES CHRISTMAS 
PARTY FUND 


a fund which now provides not only for the 
children's party but also helps greatly towards 
entertaining the older sick and injured folk in 
** Bart's "’ as well 


A similar collection will be held at this year's 
Christmas lunch. . please kind people, give 
as generously as before, and thank you for 
your past kindness. 

Donations may also be sent direct to 


THE STEWARD, ST. BARTHOLOMEW’'’S, E.C.! 


Spece Donoted by Advertiser's Weekly 


Largest Net Sale in Kent 
KENTISH TIMES 


SERIES OF WEEKLIES 


Eight papers circulating in the prosperous 
residential and industrial territory of North West 
Kent. Intensive covera, 7 rt BROMLEY, SIDCUP, 
CHISLEHURST, EL ORPINGTON, 
BEXLEYHEATH, ERITH, WELLING & DARTFORD 


—one unbroken area! 


81,062 


NET SALES A.B.C. 
Head Office : 
Times Buildings 
Sidcup 
Tel. FOOtscray 3077-8-9 


London Office : 
Bank Chambers 
329 High Holborn, W.C.! 
Tel. HOLborn 2730 


HARROW 
BILLPOSTING 
COMPANY 


JOUNS, SON 
2-4 EpwoRTH $1.,L0n008 


mONerch 7408 


® 
~ 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT advertising agencies that are 
members of the British Direct Mail 
Adv Association now num 
be Three agency men are 
scrving coun nembe wie ie 
Camp (Dudley Turner and Vincent), 
H. LL. Clarkson (5S. H. Benson), and 
Don Tibbenham (Tibbonham Pub 
i } 
. . * 
THAT EW 
presented the 
on th 


Jefkias, who formerly 
Advertising Associa 
Radio Times Mail 

Panel, has joined the Panel 

capacity of education officer 

Society of Diploma Members 
Advertising Association 


of the 


of the 


ieee aut oY 


THAT included in the 
of Coronation display 
luced by Franco Si 
nated 


painted 


wide range 
material pro 
ns is this illumi 
plastic 
background in 


crown in with a 


hardboard 


THAT tam Harvey, M.-P. (director, 
W. S. Crawford Lid.) has been ap- 
pointed hon, secretary of the Army 
sub-commitice of the Conservative 
Party Defence Committee in the 
House of Commons for 1952/3 and 
also a joimt hon. secretary of its 
Home Affairs committee. 

* * * 
THAT Hulton Enterprises are 
organising a window display com- 
petition for Eagle merchandise. It 
will be held from March 23 to April 
4 with prizes totalling £80. 

_ * . 
THAT 10,000 people visited the Si 
Andrews information and publicity 
centre this year. 

* * * 
THAT Hastings have dropped the 
“Happy Harold” theme from their 
posters and will be introducing en 
impressionist type poster. 

* * . 
THAT a display featuring Marconi 
Marine “Radiolocator IV" radar, as 
installed on board their new 3,600 
ton passenger and cargo motor 
vessel, Irish Coast, by Coast Lines 
Lid., is on view in the window of 
their Regent Street offices. 

* * * 


THAT a publicity drive for Yar- 
mouth will be held at Pauldins, the 
Manchester store, in February. 

* * * 
THAT F. W. Sears Ltd. are now 
handling the advertisements for 
The Local Government Chronicle. 


ADVERTISING MANAGER’S CORNER i | 


Absent Friends 


When you're running 


Decemser 11, 1952 


The wide interest which the Gas Council's Exhibition of International 
Cookery at the Royal Festival Hall aroused last month is reflected in this 
window display arranged by Hamburg Gasworks of pictures of the Inter- 


national kitchen. 


Similar window displays have appeared in five of their 


gas showrooms. 


THAT David F. Kessler, managing 
director of Vallentine, Mitchell & 
Co., Ltd., has just returned from a 
four-weeks’ visit to America where 
he made many contacts with U.S 
publishing houses. 

* * * 


THAT “Spinning Wheels,” Dun- 
lop’s new cycling film, was seen by 
8,907 people during the Cycle and 
Motor Cycle Show at Earls Court. 
And 
* * 

THAT £37 2s. 3d. has been for- 
warded to the Motor Cycle Trades 
Benevolent Fund from pennies paid 
for admission to comply with H.M. 
Customs and Excise Regulations. 

* * * 
THAT Home and Overseas Trade 
Fairs, an associate company of the 
Auger & Turner Group Ltd., have 
been appointed official representa- 
tives in Great Britain for the Luxem- 
bourg International Fair July 11-26) 
and the Casablanca International 
Fair (May 30-June 14) 

* * * 


THAT F. S. Joelson, founder and 


SERRE RRR E REE HEHEHE EERE EE EEE My 


ADVERTISING 
DIARY 


12. 
Clues oF Noetn 
Visit to Poimt of Ayr col- 
Colliery entrance, 2.30 pm 
Pusticrry Assocta- 
dinner a moe 
New Victoria Ballroom 
Pusictry Civus or Gtascow 
Juncheon Speaker: C. Anstice 
Grosvenor Restaurant 


Monday, , 

Press ADVERTISEMENT MANa- 
ores Association. Christmas lunch 
Connaught Rooms. 12.30 pm 

East ANGLIAN Pusticrry CLUB 
(ipswich branch) Film evening 
Great White Horse Hotel. Ipswich 


¥, December 16. 
Pusticrry Cius oF SHPrrieLp 
Christmas dinner. Maynard Arms 
Cursiror STREET CHRISTMAS 
Re-unton Lowen Holborn Res- 
taurant 


¥. December 17. 
Mancuestee Pusticrry Assocta- 


Tion. Christmas lunch. Cafe Roya! 
lpm 

Society or Diptoma Memaers oF 
THE ADVERTISING ASSOCIATION din- 
ner Berkeley Court Restaurant 
Baker Street. 7 p 


PTITTITITITI TTL 


m 
Fieer Cotuomn Clus 


Christmas 


STReer 
luncheon 


ut of ideas for putting your 
public, it’s only human to 
ve friends who promised to 
izggestions. They're all very 


Connaught 
Rooms 


editor of the East Africa and ss 


Rhodesia newspaper, and Arther 
Creech Jones, former Secretary of 
State for the Colonies, have pre- 


product over with the CLUR oF OxPoRD 

Annual dinner and Christmas party 

George Restaurant 
BieMINcHAM = Pusticrry 


ciation. Christmas dinner 


brood over all the elu 
ASSo- 


weigh-in with brill Imperial 


good at making pron 


they just 


push 
can back. Just when 
the Sales Manager's « 
Scotland Accou 
the boy's downs 


heart ; 


the 
office 
there are tries 
carry that can lor yo 

conferences, or fl 


week out they ¢ 


fade awa 


but when it comes to the 
and leave you to take the 


u're finally stuck for an idea, 
onference, the M.D.'s off to 


has to see the dentist and 
Pools forecast. But take 


who are ready and willing to 
ey don’t take holidays, attend 
ols coupons. 


Week in and 
service on REGent 3295-6. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING Lim 


10 KINGLY STREET LONDON, W.! 
> 312%5-4 


pared an unscripted debate for the 
B.B.C on the project for the 
federation of the British Central 
African Dependencies 

* * + 
THAT Albert Mithado is going to 
Belgium and Holland next week on 
a business trip. He will be back in 
this country for Christmas, however. 

. . * 
THAT the December meeting of the 
Scottish Silk Screen Printers and 
Display Producers Association, held 
in Edinburgh last week, was ad- 
dressed by M. Gibson, of Allied 
Paper Merchants, on “Paper—as it 
affects the silk screen printer.” 

* . * 
THAT Donald McCullough, direc- 
tor of F. C. Pritchard, Wood & 
Partners Lid, made an appeal on 
Sunday evening in the B.B.C. Home 
Service on behalf of the Ely 
Cathedral Restoration Fund. 

* + 
THAT a special issue of The 
Director will be published in April 
to mark the jubilee of the Institute 
of Directors. 


Hotel, 7 p.m 
Thursday, December 18. 

Pumucirry Ciun oF NewcasTir 
luncheon A. Coutts on “Sales and 
the small organisations" 

Friday, 

Pusiicrry 

Christmas tuncheon 

BLICITY 
Mrs. £— 
to write 

Puatictry 
Christmas 


Grosvenor 


PPPPTTTTTITITTITiiiiitritiiti tt 


Lonpon 
Savoy Hote! 
Civus oF Leicester, 
Bacon on “She wanted 
Bell Hore!, 12 45 pm. 

Ciun or Gtascow 
Pantomime luncheon 
Restauramt, 12.30 pm 


22. 
Puasiicrry 
Christmas luncheon 


REE OER EER EEO EERE eee ee eene, 


y. Dee 
COVENTRY 
TION 


ASSOCIA- 


TV expenditure 


soars in U.S.A. 


Newspaper advertising in 32 U.S. 
cities in the first nine months of 1952 
was only a negligible percentage 
more than in the same months of 
1951 U.S. magazine linaee im- 
proved 0-6 per cent over 1951. 

Radio network billings in the first 
seven months of 1952 were 13-2 per 
cent below 1951, but national TV 
expenditures in the first nine months 
of 1952 were 48:2 per cent over 1951 
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Focus on commercial broadcasting 


Two million more hear 
Luxembourg programmes 


Two million more people 
listened to the English transmis- 
sions of Radio Luxembourg last 
moath than in F ° 

This is revealed by an audience 
survey conducted by the British 
Institute of Public Opinion, 
Social Surveys Ltd, from 
November 16-22. 

It shows that the average even- 
ing adult listening audience, Sun- 
day to Friday inclusive, in this 
period was 6,900,000 as compared 
with 4,700,000 last February. The 
Saturday audience was 4,880,000, 
as compared with February's 
Saturday figure of 2,700,000 

The adjoining table for the 
November period gives figures 
for: people listening to Radio 
Luxembourg at some time during 
the evenings; the average indi- 
vidual programme audience, and 
the average number of individual 
programmes heard by each 
listener 


Sponsored TV 
hopes dashed 


Hopes that private enterprise 
would be allowed to erect tele- 


vision stations in time for the 
Coronation period have been 


dashed by the = Assistant- 


Postmaster General (David 
Gammans). 

“The Government cannot for 
the time being sanction any 
further temporary television 
stations,” he told the House of 


Commons on Monday. 

The drain on national resources 
was the determining factor, he ex- 
plained, and the suggestions that 
commercial enterprise might be 
able to provide stations would not 
dispose of this objection. For 
the same reason, the Government 
could not allow television relay 
companies to operate in areas not 
covered by the B.B.C, 


‘Plenty of sets’ 


Brig. T. H. Clarke (Con.) 
asked: “Does my hon. friend not 
appreciate that private enterprise 
will put up the repeater 
stations, that there are plenty 
of television sets in the shops, and 
that the Government have a way 
of stopping the manufacture of 
more sets if it is necessary?” 

Mr. Gammans replied that the 
limiting factor was not so much 
the transmitting equipment as the 
receiving sets, and at the present 
time the value of the receiving 
sets in the homes of the people 
of this country probably exceeded 
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i Average 
Adults \\:ening at i Average individual || umber 
Day and date some time omg evening = Programme audience | of pro- 
Estimated | Estimated | heard by 
| Percent audience | Percent | audience each 
| I listener 
| (000) Ce 
Sunday, November 16 22:8 4,430 63 2,330 «6 47 
Monday, 17 | 7-9 30 42 1,540 ‘5 
uesday a 8. 7 6,450 4 1,480 a8 
Wednesday, > 19 18-4 A820 +n yn ie ot 
Thursday, >. 20...| 18-7 6,910 54 1980 |) 48 
Friday o wo | 174 6,530 48 1,7 44 
Saturday, » 2 |} 2 4,880 40 1,490 | sa 
Average daily listening | 
180 4,660 48 1,780 a3 
Sunday to Priday 18 6,060 | 49 1,820 ; a4 


£100 million. He did not think 
that was a bad effort. 
Previously, Mr. Gammans had 
stated that this country had the 
greatest television coverage in the 
world, namely 81 per cent. With 
the five permanent stations nor 
et permitted, the coverage would 
be 90 per cent. The neares: to 


that was the United Stations, 
which had only 63 per cent 
coverage. 

The B.B.C. plans for three 
lower-power stations in Aber- 
deen, Isle of Wight, and Ports- 


mouth would have to be shelved, 
he explained. 


New premises 


The larger of two studi in 
Radio Luxembourg’s new premises 
in Hertford Street has accommoda- 
tion for an orchestra of 20 or, alter- 
natively, a medium size orchestra 
with an audience of 25. 

Both studios are fitted with vari- 
able acoustic doors which can be 
opened or closed to alter the studio 


acoustics to suit a particular pro- 
gramme. 
The recording cquipment 
built by E.M.1. of Hayes. 
Many clients and agents were pre- 
sent at a “house warming” party 
there last week. 


was 


Research work on 
J > . 
printing inks 
Dr. F. A. Askew, chief chemist 
of Coates Bros. & Co. Ltd, told the 
Society of Typographic Designers 
of the careful research work carried 
on by the manufacturers of printing 
inks to the benefit of the trade. To 
obtain the best results with any 
print job the correct type of ink 
must be chosen, bearing in mind the 
paper to be used. his required 
closer co-operation between the 
printer, paper-maker and ink- 
manufacturer than usually existed. 
Askew thought that this 
situation was improving. All mem- 
bers of the craft were showing a 
greater tendency to discuss their 
mutual problems. 


Britain’s fastest-growing Direct Mail Agency sends grateful thanks to all its 
Clients, including the 53 who came this year and helped it to increase turnover 


by 247 per cent. 


To those Advertisers and their Agents who will call us in to he!p in the harder 


selling days to come. 


A PROMISE... 


The Simmonds Organisation will continue to give the most inte|!\gent and practical 


Direct Mail service in Great Britain. Planning and Production 
one control means good Direct Mail at the right cost-per-thousind 
understanding of Direct Mail as advertising means sound pub! 
cost-per-result. 


onder one roof and 
An unequalled 
ty at the right 


a oh 


Soninteadl 


POSTAL PUBLICITY cimitrev 


82/84, PECKHAM RYE, LO? » Bas 
Telephone : NEW Cross’S54! 


Robb Holland, M.S.M.A 


Directorate Stanley C. Simmonds 


Kenneth C. Teather 
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Current Advertising 


Remington Rand launch three 
new toilet preparations 


=... zofn28 


Alfred Pemberton Ltd. are the 
agents for Turf cigarettes’ new cam 
paign which will break in the 
Radio Times.” “Daily Mirror” and 
national Sundays. Illustrations are 
in’ humor ms using the 
caption Turfs ops for Tast 
show Turf-smokers on top of 
rcanitains 


wn 


fire escapes and Nelson s 


Column 


Represented by 


| 


Ltd are 
preparation 


Remington Rand 
entering the toilet 
market with the introduction of 
a pre-shave and an after-shave 
lotion and a powder stick 

rade press advertising starts in 
January in Retail Chemist, Chemist 
and Druggist and Hairdressers 
Journal. Consumer advertising for 
the time being will be confined to 
footnotes in the normal Contour 
electric razor advertising which 
covers national newspapers and 
magazines The footnotes will be 
headed; “For the perfectionist.” 

The pre-shave lotion is designed 
to promote “quicker electric shaves 
with increased shaving comfort 
The after-shave lotion can be used 
for either dry or wet shavin The 
powder stick is intended for use 
before clectric shaving 

Remington Rand have been selling 
similar products in the United 
States for some time but this is the 
first time they have entered the 
toilet preparat ion field in Britain 

G. Street & ( Ltd., are hand 
ling the edvertisins 


* . * 


THE NEW BABY 


Lyons have introduced a Baby 
Bev which sells at 7d. a bottle. It 
was tested in the north and is now 
on sale on a national scale. The 
size is designed for people living on 
their own 


Drawing by 


WHITEAR 


ARTIST PARTNERS Ltd. 


9, Lower John Street, Lond 


W.1. 


Gerrard 1157 (3 lines) 


DecemBer 11, 1952 


e AT A GLANCE e 


ACCOUNTS MOVING: 


Charnos Hosiery Ltd, to Colman, Prentis & Varley ba 
Honorbilt clothing (Lawrence Nedas & Co., Ltd) to I. 
Lytle Advertising Ltd 


NEW ACCOUNTS: 


Paul Granby & Co., Ltd., industria] engineers, consultants 
and agents, and W. Neil & Co., Ltd., builders and suppliers of 
boiling settings, furnaces and chimneys, for Rathbone Publicity 
Ltd. Thermal Syndicate Ltd.. makers of laboratory ware, 
immersion heaters and chemical plant. for Stowe & Bowden 
Lid. (Newcastle) (trade and technical press); Duramax rubber 
soles and heels and motor components, and Molineux Foundry 
Equipment for Max Ritson & Partners Ltd; Gale & Polden 
Ltd., printers and publishers, for Crossley & Co., Ltd.; Wild 
Barfield Flectric Furnaces Ltd., G.W.B, Electric Furnaces and 
Applied Heat Co., Ltd., for Crane oot Ltd: Venustas 
Ltd., Manufacturers’ Stock Disposal Ltd., Ultrasonics 
Ltd., Galion (Great Britain) Ltd., J. é. Pickering Ltd., and 
Hardy & Webster for Nevin D. Hirst (Advertising) Ltd; 
Newland’s Pine disinfectant and toilet rolls for Napper, Stinton, 
Woolley Ltd 


NEW CAMPAIGNS: 


St. Dunstan's (Alfred Pemberton Ltd.) national and provincial 
press, women’s magazines, religious, educational and law pub- 
lications: Esso Green tractor vaporising oi! (McCann-Erickson 
Advertising Ltd.) provincial dailies and weeklies, agriculture 
publications; Pye radio (Arks Publicity Ltd.) new series on 
Radio Luxembourg; Decorplast plastic table, bar and counter 
tops (Downtons Ltd.) trade journals covering industrial can- 
teens, catering establishments, hotels and public houses; 
Browne, Jackson & Co. (Ashburners Ltd.) trade papers for the 
new Kriskana rayon waffle pique; Benwell Fireworks (Auger 
& Turner Ltd.) colour ads. in Newsagents and Booksellers 
Review, Toy Trader and Exporter and Games and Toys and 
black and white ads. in naticnal, local and other trade papers: 
Harringtons (London) Ltd., baby squares, soap and powder 
(Froud & Partners Ltd.), women’s journals and nursery papers. 


CA MPA IG N STORY sent to doctors and the trade 


Ty wry T al 

IN PICTURES ® e ® 
The campaign for Vita-Yeast, 
new Eno product just launched, is 
visually described in a display in 
the information room at London 
Press Exchange. [he display 
boards on the left trace the devel 
opment of packaging and adver 
tising The shop window” facturers of Honorbilt clothing. 

to follow-up A record campaign has 
advertising and promotional] Planned for 1953. There 
material for the trade, and the ¢temsive 
centre-piece of the exhibition (on ange 
the right in the picture) illus 
trates the three visual! elements in 
the campaign: the bow-tie name- 
block, the hand and = spoon 
symbol, and the pack. In the 


New agents for 


Honorbilt 
C. J. Lytle Advertising Ltd. have 


taken over the advertising 
Lawrence Nedas & Co 


(centre) is given over 


Technicolor 


been made for the 
local dealer's name 

New display material 
produced for 
plays. 


foreground is a display of leaflets 


Lid.. manu 


been 
will be 
advertising in local news 
filmlets have 
en produced and provision has 
inclusion of the 


has been 
use in window dis- 
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NEWS AND VIEWS No. 


IN ANY ONE WEEK 
35% of all adults — 
13,000,000 people—visit a 
SGREEN ADVERTISING CINEMA 


IN ANY FOUR WEEKS 
44% of all adults— 
16,000,000 people—visit a 
SCREEN ADVERTISING CINEMA 


These and many other interesting facts about the cinema and its audience have been published 
in a book entitled The Audience for Screen Advertising. It is based on figures drawn from the 
Board of Trade Quarterly Reports and on the findings of a series of monthly surveys carried 
out on behalf of Theatre Publicity by Research Services Ltd. The techniques employed have 
been approved by an Advisory Committee on which both the Institute of Incorporated Prac- 
titioners in Advertising and the Incorporated Society of British Advertisers were represented. 


THEATRE PUBLICITY LTD - Serving Screen Advertisers 


HEAD OFFICES 124-128 FINCHLEY ROAD, LONDON, NW3 (HAM. 4424) %& SALES & PRODUCTION FILM HOUSE © * "0 OUR STREET LONDON, W1 (GER. 9292) 
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“SORTIE!”” 


Direct Mail Advertising can 
be likened to a Task Force 
penetraung at selected points 
carrying a personal message. 


It is the spearhead of Forceful | 


Publicity 
But unless you belong to 


the British Direct Mail Adver- | 


using Association, you are 


probably unaware of the full | 


possibilities of this most “con- 


trollable,” most revealing and 


most personal of all forms of 


advertising 


Drop a line to-day to the 


B.D.M.A.A., 53 Victoria Street, 
S.W.1, to see what it can do 
for Yo 


This space in the A, W. was 
contributed by a member firm. 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South 

West Middlesex 


NET SALES 


42,150 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
HOUnsiow 0016-74 
Lendon: George Jackson 
Clifford's Inn, E.C.4 HOL 361! 
Founder Member London Suburbe 
and Home Counties Press Group 


Phone 


A ‘Kitchen’ Newspaper read ir 
nearly every house in Stirling j 
District 

cover 


CENTRAL SCOTLAND 
with the 
STIRLING OBSERVER 
Series 
ABC. weekly 16,648 
. Rates from 


WILL KITCHEN JR LTD 
131 FLEET STREET 
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Packaging Exhibition 


Electronic eye 


Aa electronic “eye,” sensitive 
enough to detect a pin-head in 
the centre of a pudding before it 
leaves the manufacturers, is one 
of mans examples of the scientific 
approach to packaging which will 
be demonstrated at the third 
national Packaging Exhibition at 
Olympia from January 20 to 
January W, 1953. 

The Exhibition, which will be 
Opened by the Minister of Food, 
Major Lloyd George, will feature 
about 200 exhibitors who cater 
for the packaging needs of more 
than 22,000 British manufacturers 
in every branch of industry 

Both the Ministry of Food and 
the Ministry of Health are co 
operating with the Exhibition 
organisers to demonstrate the 
importance of packaging to the 
nation’s health in the hygienic 
handling of food and the preven 
tion of food poisoning 

The newest electronic equip 
ment will show how minute 
particles of ferrous and non- 
ferrous metal can be instantly 
detected in foodstuffs, tobacco, 
chemicals, plastics, textiles and 
machinery. Products under 
exXamination pass through a 
“search head” fitted to the con 
veyor belt and if any metal is 
present a bell rings, a light flashes 
and the rest is automatic 
“Loaded” biscuits, for example, 
Placed for demonstration among 
good biscuits on the conveyor will 
be instantly ejected 

Scientific apparatus, which is 
used for research into © package 


dropping, will be 


at Leatherhead 


spots pin-head 


shown by the 


Printing, Packaging and Allied 
Trades’ Research Association 
Many remarkable tests are car 


laboratories 
A journey shock 
recorder has been devised to 
record the number of times a 
package (in which it is enclosed) 
is dropped from heights varying 
from three inches to three feet. 


ried out at “Patra’s” 


Results of rail 
tests charted 


The instrument has been tested 
on merchandise sent by rail to 
Manchester and back. Special! 
charts showed the number and 
kind of “drops” encountered and 
where on the journey the 
severest handling occurred In 
the laboratory itself there are 
testing facilities to simulate 
journey hazards and thus knowl- 


edge is gained of the protection 


given by all types of containers 
Another instrument, the accelero- 
meter, Measures the nature and 
intensity of the shock transmitted 
to more fragile articles which 
have to be cushioned when 
packed 

This Exhibition, last 
January 1951, 
by Provincial Exhibitions, City 
Hall, Manchester, in collabora- 
tion with the Institute of Packag- 


held in 


ing. Preparations are being made 
of customers 


for a big contingent 
from overseas, keen to study 
Britain’s answer to modern pack- 
aging problems. 


is being organised 
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Exporters and 


Indonesia 


More than 40 leading advertising 
agencies were represented at the 
luncheon organised by Albert Mil- 
hado & Co. Lid, in honour of N 
Metzelaar, managing director of 
Java Bode and Wereld Nieuws of 
Indonesia. 

Mr Metzelaar gave factual 
details of life and trade in Indonesia 
and stressed the importance of that 


country with a population of 80 
million, in particular for British 
exporters. 

Henry Deschampsneufs (F. ¢ 
Prichard, Wood & Partners), 
thanked Mr. Milhado for having 
given the representatives of British 


agencies the opportunity of meeting 


Mr. Metzclaar 


e SPORT e 
Golt 
Aldwych oflicers 


At the annual general meeting of 
the Aldwych Club Golf Circle, the 
following officers were elected for 
the 1953 season. Captain, S. H. 
Back; vice-captain, S. V. Morrish; 
hon. secretary, Jack Rafter. 

The spring meeting will be at 
Croham Hurst Golf Club on April 
22; President's Day at Old Ford 
Manor on October | 

The annual knockout competition 
will commence in May and run 
through the summer months. 


Darts 


W. S. Crawford Ltd. darts team, 
captained by Fred Folkerd, beat 
Erwin Wasey & Co. at the Crown 
& Anchor, Wine Office Court, 2-1. 
L. Burrows and J. Peitce obtained 
the ening doubins. 


‘Law should be strengthened against bogus ads.’ 


W. J. Leaper, general secretary 
of the Solus Outdoor Advertising 
Association and himself a 
barrister-at-law, believes that the 
law should be strengthened to 
afford protection against dis- 
honest advertising. 

It was not merely citizens who 
could not recognise the traps laid 
for them, who needed protection, 
Mr. Leaper told the Lancashire 


section, Incorporated Society of 
British Advertisers, last Thurs 
day Advertisers likewise had 


not always the time or resources 
to investigate the claims put for- 
ward by irresponsible canvassers 
for bogus publications, In the 
latter case, of course, the trade 
associations were always avail- 


able, and LS.B.A. was a store- 
house of information 

One method of dealing with 
these people would be 
leaf out of the Pr 
Fraud (Investments) 
so that if a 
another to enter 
by the reckless 
statement, promise or 
which was misleading, 
deceptive, he would be 
a severe penalty Mr. 
thought the present 


vention of 
person 
making of any 


Leaper 


loose It was well-known that 
frequently the police were 
seriously handicapped in their 
efforts to stop practices which 


they knew to be fr 


to take a 


Act of 1939, 
induced 


into a contract 
forecast, 
false or 
liable to 


law with 
regard to false pretences far too 


audulent, A 


salesman had a mora] duty to 
see that his statements and pro- 
mises were not recklessly made. 
He ought also to have a legal duty. 

If the legislature had to step 
in, it would only be in accord- 
ance with precedent, he pointed 
out. It was years after advertis- 
ing, publishing, and other organ- 
isations had paved the way that 
the Pharmacy and Medicines Act 
was passed in 1941, and it was 
Oniy after vigorous voluntary 
steps had been taken to stamp out 
“share-pushing™ that the Preven- 
tion of Fraud (Investments) Act 
was passed. The degree of pro- 
tection given to the investor 
might well be extended to a 
much wider | circle 


Mrior 


Stavact 


bisPpiay 


S-6@ CARLISLE STREET. we 
TELEPHONE} GER 8225/6 


Change to the 
BOLTON STANDARD 


—for best results from 
your advertising— 
the town's brightest 
weekly newspaper 
80,000 readers weekly 
8 - per s.c.i. 


BOLTON STANDARD 


Vv —— Svest, Beitee 


115 High Holborn, w.c.l 
Tel. Chancery 8752/3 


if you 
are interested 


in reaching engineers, chemists 

and others responsible for 

water supply, sanitation and 

drainage or sewage purifica- 

tion, you should advertise in 

“THE 

WATER & SANITARY 
ENGINEER”’ 
published monthly by 

DALE REYNOLDS & CO.LTD. 

32 Finsbury Square, London, E.C.2 


Write or phone for specimen and rates. 
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CLASSIFIED ADVERTISEMENTS 


RATES. APPOINTMENTS VACANT, Ss. 64. per line, 405. per Gispiay panei 
t wa! 


—— oreo ae 


= 


Members of the Sheffield branch, 
Incorporated Advertising Managers’ 
Association, seen visiting the Stanton 
Ironworks Co., Ltd., near Notting- 
ham at the invitation of the 
“resident member, Johnston, 
publicity manager of ‘the company. 
L. to r.: C. 8. Hammond, C. H. 


Dolphin (branch chairman), 4. J. 
Johnsion, J. A. Cook, F. R. Smith, 
and J. E. Ortton. 


‘Sharper 
competition 
next year’ 


Nearly 60 cablegrams from Lon- 
don and U.S.A., and a large pile 


of telegrams and Ietiers reached the 
governing director of Goldberg 
Advertising, Sydney, Frank Gold- 


berg, on the attainment of the 40th 
anniversary of his organisation. 
Chief function was an claborate 
cocktail party on the actual day of 


the anniversary at the Hotel Aus- 
tralia, Sydney tended by over 200 
business leaders 

Keyn of the many messages of 
warm congratulations was the cable- 
gram from Sir Patrick Gower and 
the directors of the Charles F. 
Higham agency, reading: “For 40 


years of selfless devotion to adver- 
tising we thank you 

Speakers testified that Mr. Gold- 
berg had brought drive, enthusiasm 
and vision into his sales campaigns 
and his efforts to stimulate the flow 
of goods from factories to con- 


sumers. He had made a significant 
contribution to better business for 
the nation 

In reply, Mr. Goldberg said that 
only by convincing people of the 
merits of goods offered on the 
market, and getting more and more 


to buy them, could lift be improved 
and many arduous aspects of the 


daily round simplified 

“Advertising tells the masses what 
industry is domg for their increasing 
pleasure and case. Advertising 
to-day is something that is intim- 


ately associated w 
and human 


th business expan- 
enjoyment,” he 


He forecast that the New Year 
would usher in a period of sharper 
competition in the selling of goods 
because forcign industries were 
entering world markets to a power- 
ful degree This competition de- 
manded gher cfficiency on the 
part of managements and improved 
sales campaigns to enable our own 
concerns to meet it effectively and 
to continue to progress. 


Apply o THE ART DIRECTOR 
CITY (6036. 47 CANNON STREET, E.C.4 


OSBORNE-PEACOCK 
require a 


LAYOUT/VISUALISER 
and a TYPOGRAPHER 


Both with agency experience 


SPACE SALESMAN 
established local 
Machine Media 
England Must be capable of carn- 
ing four figure sal Superannuation 
scheme Write — aec, experi- 
ence ,fenerenees, etc., 

Box 3349 Ad Weekly 180 Pleet St BC4 


SENIOR 
ADVERTISEMENT 
REPRESENTATIVE 


required by 
OLD-ESTABLISHED 
BUSINESS JOURNAL 
(S-figure A.B.C. Net Sale) 
Must be first-class space-seller 
used to contacting top execu- 
tives of large concerns. 

Salary will depend on qualifi- 
cations, but will be at least 
£1,000 p.a. 

Applications will be treated 
as strictly confidential. 


Box 3365 
Advertiser's Weekly 180 Fleet 61 EO4 


required on weil 
Postal 
w 


EXECUTIVE sequined for PUBLICITY 
DEPARTMENT of Specialist Engi- 
neers ihe ng equipment oe Motor 
and Engine Industrics. Location, 12 
miles Leiester Thorough .—— 
of layouts, type faces. printing, etc 
Position permanent and prospects good 
Applications stating age, qualifications 


et to 
Box 3302 Ad. Weekly 180 Fleet St BCS 
JUNIOR ARTIST required. with experi. 


ence in lettering. Hours 9-5 
day — Phone | Baw “nasa 
r i 


REPRESENTATIVE wanted by commer- 
cal photographic studio. Existing con- 
Mection essential Write Farringdon 
Studio Ltd.. 23, West Smithficld E.C.1 

FREELANCE ARTIST required to exe- 
cute Short Series of Scotch Terrier 
Comic Strip. Our ideas—Your Scotty 
He must be Chunky but likeable. Send 
a few sketches to 
Box 3348 Ad. Weekly 180 Fleet St BC4 

LAYOUT AND CREATIVE ARTIST re- 
quired by smal! studio, must be ex- 

rienced. Write giving ful! details 
x 3345 Ad. Weekly 180 Fleet St BC4 


tive 5 day week aod 
Scheme. Write Stating presen’ 
| > ae 


A LONDON AGENCY has nine 
for an efficient young Layout ™ an with 


ASSISTANT To ADVERTISING 
ANAGER. Young man of women 
— wo a already wfident 
ogress, possibly Agency 

trained “with ‘sound know edge Pro 
duction. Print and Layout t cali 
ties, and capable of using ow nitia 


Staff Pension 


salary 
Sal abury 


Agency experience Must have sound 
knowledge of typography. Writ ating 
qualifications and salary requred to 


Box G.A 


_Fleet Street, E.C.4 


809. 4/7 Salisbury Court, 


ACER. Applications invited | nter- 
esting senior position from w » with 
Art School taining and sour tracing 
and D.O. experience w take ec of 
smal! drawing office. Abie t free- 
hand drawing and sketches. Permsnent 


position. 5 day week. Apply in writing, 
giving full details of experien Juca- 
Stafl Manager (Ref. 


REPRESENTATIV E REQUIRED | 1D 
tar nd 


Research | aes 


atorics be 
1d North 


to-date photographic adve and 
fashion studio in West End of | fon 
This post offers scope and rot for 
initiative 

_Box 3245 Ad. Weekly 180 F pce 

CREATIVE OPPORTUNITY. | sty 
Department of large automot equip- 
ment manufacturers in has 
vacancy for a young layout with 
enthusiasm Ability w pre ‘cas 
clean visuals and roughs « ms 
of publicity. Experience o strial 
accoums an advantage S$ @ week, 
canteen, pension F tale 
of age, experience and sa couuired 
to 
Box 3306 Ad. Weekly 180 | ns 

a 
HIGH CLASS 
required in London 5S: by 
firm of designers and s 
Applications required « n 
young men with prove y 
to design showcards ns. 
labels, etc. Send sam; e- 
productions to 
JAMES HAWORTH & BRO' Ns!’ LTO 
ROSSENDALE WORKS, ©) ft 
SOUTHGATE, LONDO® 


| 


' 
| 
' 


*Phone your Classifieds 1» CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


AGENCY PRODUCTION MAN 
He should be adaptable, have sound 
knowledge of production with 
emphasis on all phases of 
work for National accounts 
app y m writing. stating age. 
qualifications and os required to 


Box 
Advertiser's Weekly _ Feet St ECE 


SPACE 


SALESMAN required to cover 


nical journal publishers. 
experienced and capable of 
without supervision A & 
opportunity for hard 
under 45. Write fully to 
Box 3367 Ad. Weekly 180 Fleet St EC4 
ASSISTANT EXPORT ADVERTISING 
MANAGER up to 35 years of age, pre- 
ferably with public advertising cxperi 
ence of pharmaccutica!l and toilet pre- 
rations. European, Mediterranean and 
iddie East marke, with creative 
bias, capable of handling and develop- 
ing packaging of branded products, re- 
quired by well-known Company in Lon 
don Foreign language, particulary 
French. qualifications preferred. Apply 
with details of experience and salary 
required to 
Box 3368 Ad. Weekly 180 Fleet St BC4 
MARKET RESEARCH DIVISION of « 
jeading London Advertising Agency 
invites applications for the position of 
Research Assistant The successful 
applicant will be engaged in the many 
tasks connected with survey and sampic 
construction, tabulation, acalysis, and 
the collection and interpretation of 
marketing information Th position 
Offers good scope of advancement for 
@ young man or woman with experience 
of one or more of these duties. Write 
immediately stating full details to 
Box 3369 Ad. Weekly 180 Fleet St BC4 


TWO COPYWRITERS 
REQUIRED 
1, SENIOR COPYWRITER 


First-class man or woman, fully 
experienced and agency trained, 
Good style of writing and fertile 
imagination exsential Ths 
vacancy i at our Liverpool 
office and applicant must be pre 
pared to reside on Merseyside 


2. JUNIOR COPYWRITER 
Man of woman required for our 
London office 
Both positions offer good pros- 
pects, @ pension scheme and 
annual = profit-sharing In your 
application, give full particulars 
ot your carcer, age, present 
salary and addres, w the 
Managing Director at the appro- 
priate office: 


S. C. PEACOCK LIMITED 


21 LEIGH STREET, LIVERPOOL 
or 215/221 REGENT ST., LONDON, W.! 


PUBLICITY ASSISTANT required to 
take charge of X-Ray and Electro- 
Medical advertising for large elecirical 


concern. A real liking and understand- 
img of the fequirements of technical 
Dublicity are casential, ther with 


the ability to extract sales features and 
technical material, Give details of ex- 
perience. age and salary required to 
Box 3366 Ad. Weekly 180 Fleet St BC4 
COPYWRITER required for advertising 
department of large enginecring organi- 
sation near Manchester, Duties include 
writing and supervising production of 
technical literature and press advertise- 
ments. Previous agency or advertising 
department experience necessary, good 
command English essentia and 
some technical background 
Working conditions are comfortable 
holidays generous and a pension scheme 
' in operation Salary according to 
experience and not jess than £500 pa 
Full details to Advertising Manager 
Simon 


Engineering Group, Cheadic 

Heath, Stockport. Cheshire 
Two GOOD JUNIOR GENERAL 
ARTISTS required. Write or phone 


Knightsbridge 1987. Vaile Studios, 3 
Herriagion Road, South Kensington 


Ate REOL w- for first class cow- 
boy stripwork and 
Sloties Write or phe 

brid 1987, Vale Studios 3. Harring- 
ton Road, South Koemsington, $.W.7. 
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ADVERTISER'S WEFKLY 


POINTMENTS VAC 


In spite of recent addi 


tions Greenlys - still 


need another first-rate 


VISUALISER 


A man whose roughs 


have good basic figure 


drawing in them, as 
well as flair for the 
right placing of ele- 


ments and the flick of 


style. Write in the 


first place, giving de 
tails of your experience 


age and salary to 


Miss Harper, Greenlys Ltd., 


9, Berkeley Street, W.! 


REPRESENTATIVE want 
Counties by Midiand 


lisplay firm foe 

sale ts and displays 
‘ wood ' 

Ad Macts wit 
Nat and Aa 
alary mmission and tra ne cn 
penses paid 
Boa 3323 Ad Weekly 180 Pieet St Fé 


1 for Northern 


634 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACA 


Vaceat engagement persons answering these advertisements most 
be made throwgh » Local Omer of the Minha) of Labour or a S« 


beduled | mploy ment 
Agency if the applicant is o man aged 18-64 inclusive of 2 woman aged 15-59 inctusive 
antes be or he, of Ge yment, od from the of the 


COUNTY BOROUGH OF BRIGHTON 


CHIEF PUBLICITY ASSISTANT 


of Chief 
must 


Applications are invited for the appointment 
Assistant in the Publicity Department Candidates 


have sound practical experience in Artwork and Production 
The salary and conditions of service will be in, accordance 
with Grade A.P.T. IIL of the National Joint Council for 
Local Authorities, viz. £525 p.a. rising by annual increments 
of £15 to £570 p.a 
Applications, stating age, education and qualifications 


together with copies of three testimonials should made to 


the undersigned in sealed envelopes marked “Publicity 
Assistant™ not later than Friday, December 19, 1952 
JG. Drew 


Town Clerk 
Town Hall 
Brighton 


TOP RANK FASHION ARTIST cco | TYPOGRAPHER requrcd by Cry Prin 


quired for large provincial organimation ters Opportunity f first~<lass y 
Substantial salary will be paid. Fashior experienced man to work on own initia 
seme and high techmical sk essentia 
Apply n writing with specimens of 
work | 
Box 1374 Ad. Weekly 180 Fleet St BC4 
LONDON STUDIO require keen letter 
ing man, with knowledge of layout 
and design Full details of experience 


and salary requaed 


Box 3373 Ad. Weekly 180 Fleet St rma 


The positior 
right remur 


to the man 


this appoint: 


Please writ: 


Advertiser's Weekly 


AN EXPERIENCED deta ae 


SPACE BUYER = |°" 


required by well-known London Agency 


tating age, experi- 


180 Fleet Street, London, E.C.4 


*Phone your Classifieds 


nportant and the 
tion will be paid 
with the necessary commence 


Details of 
before interview, to 
kiy 180 Fleet St ECS 


Department « 


London firm 


ii46 Ad 


Sevenstanes. a ALISER 


Midiand Agency 


ventry 


wens NC aap PRODUCTION CLERK 
rowing Maylair agency t 
mmediately after Christmas 


nm fire nstance sia as exper 
ence nd y re 
qualifications nd who has had Box 3371 Ad. Weekly 180 Fleet St 8C4 
‘ . YOUNG MAN in carly twentics requiced 
experience ir indling all types of as assistant in Space Buying Deport 
ment of London Agency Some exper 
Accounts cn essary Write giving details of 
age, cducation. cxpecrionce and salary 
required to 
Our staff have been notified of Box 3370 Ad. Weekly 180 Fleet St BCS 


ADVERTISEMENT MANAGER 
WANTED 
for Teade journa 
petitors in its ficid 


without com 
The scoenee, 


to be made as possible 
carry approp neratian ond 
ence, salar juired to conditions for man. Write 
in, confidence outline of 
your selling record date. w& 
Box 3 
Box 3355 Advertiser's Weekly 180 Fleet St EC4 


COMPETENT ACCOL NTS CLERK re 
quired Mus be Agency experienced 
with erection! knowledge of space and 
production charging and handling pur 
ct nvowes and ledgers. Oppor 
tunity and scope for keen. enthusias 
tic worker, Write full details and salary 
required to Secretary. Ripley Preston 
& Co. Lid, 4, Carmelite Sweet, E.C4 


Decemper |}. 1952 


PPOINTMENTS VACANT 


YORK ge ma ig oecest’ 
LID. inv for the pos 

tion of TRAVEL ead PL BLICITY 
MANAGER rv ot application 


(returnable before 
Genera Managcr. 
<perative Society Ltd 22. 
Railway Street. York 
PRINT ROOM OPERATOR required by 
LONDON BLBECTRICITY BOARD 
at Waterloo, S.E.1. for dyeline print 
ing Experience with Victory con- 
copying and OzalWw ammonia 
developing machincs 3s-br 
nate Saturday mornings 
mmencing 


Canteen € 
img 10 age Male—t5 15s 


rising annually to £7 15s 
thercafter 

satisfactory service, to & 

emaic—44 14a. 7d. at 21 

at 26, imereasing to £7 10s. per week 

Application forms from Estab wshments 
Officer New Broad Steet. E 

piease enclose addrewed cnvelope and 
quote ref.: GC S44 BH 

YOUNG ARTIST required by 


tion ani Display Company with cx 
perien ~ developing idicas, illustrat 
ing lettering and photo-~<colouriag 
— x — pr ay stating 


y eo 


Sa and € rience 
Box 50. Ad. Weekly 180 Ficet St BC4 


Vacancy occurs for 
ADVERTISEMENT 
MANAGER 
for monthly Trade Journal 
“Man and His Clothes” 
Write fully to 
CENTURY PRESS, LTD. 
79, Great Titchfield St., W.! 


BOOK-KEEPER required tor sma 
ished Agency to take compict 
able to 

ag and 


eslan 


salary 


red, to 
Box 3344 Ad. Weekly 180 Fleet St BC4 


LAYOUT / TYPOGRAPHER 


A vacancy occurs for an experienced 
man who can prepare original 
layouts for a variety of interesting print 
jobs He should have an all-round 
knowledge of letterpress 
and be able 
minimum supervision 

required to prepare 
mark-ups” 

visual roughs 


visual 


print pro- 
with 
He will also be 
accurate type 
from his own and other 

Apply 
past experience, age 
etc.: Production Director 


GILBERT ADVERTISING LTD. 
10 WORFOLK STREET, LONDON, W.C2 


duction to work 


by letter giving 


salary required 


AN OLD —p ABL — 
> pening 


ade journal 
sun 


sem 


mt representa 


tive Exce nt . giv 
mg ag¢c, experience and prescnt cam 
ings 

Box 3379 Ad. Weckly 180 Ficet S%& EC4 


Experienced Production 
for 


Northern 


Manager of senior age 
well-known 
Agency required. This posi 


tion offers an excellent 


Opportunity and promotion 


with first class salary for 
ability and loyalty 
Applications are invited in 


confidence from those with 
the necessary qualifications, 
used to handling 
Accounts 


varied 


Box 3390 
Advertioer’s Weekly 180 Fleet 81 ECE 


to CHA 8844 (Ex 25) 
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Decemper 11, 1952 


APPOINTMENTS VACAN 


First class 


ARTIST 


required by Liverpool 
Studio. Must be able to pro- 


APPOINTMENTS VACANT 


WANTED SETOUCEENS a Letter- 
ing Artit to work in fice of 
free lance 
Box 3385 Ad. Weekly 180 Fleet St BC4 
A conte CLASS ADVERTISING EXP. 

TIVE wanted by a lcading technical 


duce still-life work of high | yn an Sound vmualiser-copywriter 
, | capabic of producing (through his 
quality in line, tone and | know. cdge of layout) outstanding adver- 
colour. Only experienced | Usements, salcs Mmerature and other 
" mea These feguirements includ 
Artists need apply. Write | paturaily, a highly developed sense and 
. —_ . Knowledge of salesmanship plus a quick 
in first instance stating age. grasp of the ealestentures of ai toch 
> rience salar re- nical products. This appointment is a 
caperienc and " y new one and # caused by the capan 
quired to Studio Sefton, sion of ths business. These qualifica 
toms pilus «a high semsc of Dusines 
eigh Street. i erpool responsibil ty and integrity, enterprise 
211 > Liv 1 and initiative should lead to a director- 
ship 
——- on Ov ab ee Box 3395 Ad. Weekly 180 Flee: Si BC4 
_ iy Fe So. | VERSATILE VISUALISER | TYPO. 
K uh . 4 j 
pet A ee —_— GRAPH with experience ot 
S Ad. Weekly 180 Fleet St BC4 National Accounts required by busy 


Fleet Strect Agency. Apply Mr. Tharn- 


LETTERING ARTIST and cartographer ton, Reid Walker Advertising, Salis- 


required Write or phone Kaights- 


Ses 


bridge 1987. Vale Studios Lid., 3 Har ony Squa House, E.C.4. CEN«ral 
rington Road, South Kensington u34 
S.W.7 LAYOUT /VISUALISER with creative 


x NCED ‘% REPRESEN. ideas and capabie of producing high 
OT ATIVE reared) Loadoa Trade class layouts, required for well estab- 


Press Group. Sala 7 ssion and lished West Eod Agency Write in 
tient pr 1 Wr confidence ‘ 
Box. rin ae ly 180 "Fleet Ss BCS | Box 3394 Ad. Weekly 180 Ficet St BC4 


An interesting vacancy occurs in modern Retail Department Score in British 
West Africa for a young man in the 26-30 age group who will have respons)- 
bility for initiating and developing the store's advertising activities subject 
to usual policy guidance. 

This post will interest Assistant Advertising Managers anxious to prove 
their worth in a higher sphere. Appoinement holds great possibilities for 
a man with initiative and drive. Applicants must be advertising trained 
with good experience in the Advertising Department of a Department 
Store and possess an all-round knowledge of Mechanical production 

Remuneration will depend on qualifications and experience but will 
not be less than £1,100 per annum with free furnished quarters and free 
medical attention in Africa. Generous family allowances and retirement 
benefits. Tours are of 2) months duration with leave on full pay and free 
passages 

Reply in writing giving age ond full detar/s of experrence to Box No. 6386 cio 


CHARLES BARKER & SONS, LTD., 
31 BUDGE ROW, LONDON, E.C4 


ARTIST. Eacepti mal opportunity for 
first class all round man with experi APPOINTMENTS WA ED 
ence of Asrograghs This is an 
attractive appointmont for experienced 
man where good sound work will earn — go ey By me 
high salary Write fully, giving age. . ~ ec 
experience and salary required to 
Box 3393 Ad. Weekly 180 Fleet St BC4 
TYPOGRAPHER ‘cquired for we 
known Agency Speed. accuracy ant PRODUCTION A STA eo 
originality of approach essential hens 35 pom satus 
| age wort, 180 Fleet St hC4 |  Yiswalising. layout, copy (will take 
" D.A.A.) desires fiest appointment w 
train intensively to level of Account 
Executive 
Box 3340 Ad. Weekly 180 Fieet St BCS 


vv ORKI NG = AY tute pla MANAGER 
ks : t csemt wi 1 

FOREMAN display and. model making company 

Six years experience in design, manu- 
facture and presentation of duwplay and 


required to take charge Sign exhibitions. Specialist in animation and 
display lighting 
and Screen Shop—Must be Box 3377 Ad MWveck!y 180 Pieet Si BCS 
first-rate tradesman with 
front-+ank man, press and public 
organising ability. Poster relations; educationist, lecturer, 
writers and layout artists (London B-Sc. in Economics) bas 
20 years executive experience to 
also required. Good condi- give. Pleasing personality, origina! 
ff h and virile mind with flair for 
tions, sta pension scheme. initiating and organising schemes 


which attract world-wide notice 
1S years with two “big name ore- 
anisations of world renown Any 


CHAMBERLIN’S SIGNS & DISPLAYS 


Old Foundry Road, Ipswich offers for 1953. advisory or full 
time? Please write 
PRODUCTION ASSISTANT required Box 339! 


with sound knowledge of biockmaking 
and typesetting. Apply Production Man 
ager, Reid Walker Advertising. Salis 


Advertiser's Weekly 180 Fleet 6 ECS 


CLASSIFIED ADVERTISEMENTS 


PRINT EXECUTIVE 


secks position with growing 
Advertising Agency or firm 
where administrative ability, a 
wide practical] knowledge of 
high grade print production 
and a flair for typographical 
layout can be profitably ulil- 
ised. In addition, a live enter- 
prising mind, personality, and 
accustomed to sales and con- 
tacts. Age 35. Mobile. 


Box 3336 
Advertiser's Weekly 180 Fleet 61 EO4 


bury Square House E§.C 4 CENtra DISPLAY MAN | with Organising 
8347. ability seeks position of cesponsibility, 

FIRST CLASS RETOUCHER required Practical experience. Lettering wend 
for London Agency. Must ave at least and Exhibition a © aes and Cellu- 
10 years experience App! ose spraying. Wr 


Box 3384 Ad. Weekly 180 t cet St BCS Box 3378 Ad Weekly ¥ 180 Fleet St BCs 


COPYWRITER, 25, sccks positon m 
Advertising Agency or Publicity 
Department, Magazine a -—~ anu 
publicity eapericnce. reetance 
ter 

Box 3352 Ad. Weekly 180 Ficet St C4 

YOUNG ACCOUNT EXECUTIVE with 
several years agony, publishing and 
editorial caperienge abrvad is return- 
ing to England end of December w 

seck RY London Agency of 
Bons: us) Ad Weekly 180 Fleet St BC4 
_ MAIL MAN available. & years 
leading publishing House executive 
Outtand ‘ecor 
Box 3359 Ad. Weekly 180 Flee: St EC4 

ADVERTISING ACCOUNTANT, many 
years Agency experience, seeks ‘cspon- 
sible position, Complete knowledge 
space and production invoicing. full 


set books, etc. 
Box 3388 Ad. Weekly 180 Fleet 5: BC4 


FREE LANCE SERVICES 


EXPERIENCED FASHION ARTIST de 
sires free-lance work would work 
entirely for store or group of news 
papers American style, a littic out of 
the ordinary groove. line or hall tone 
Box 3360 Ad. Weekly 180 Fleet Si BCs 

wae , free lance, for speca 

ised ade Journal ancillary to textiics 
Box ws Ad. Weekly 180 Fleet St Ba 


To 
FREELANCE 
COPYWRITERS 


in Manchester area. Publicity 
Department of large manu- 
facturing and wholesaling firm 
would like to see specimens 
of work from writers who can 
deliver the goods quickly, and 
can write well about 
everything under the sun. 


Box 3357 
Advertiser's Weekly 180 Flee! 6: £04 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


ADVERTISING CONTRACTOR and 
Bulipos: SXompany will 


ting © y undertake 
pelmet fixing, handbili distributions, 
CS campaigaus, will wel- 
come any ° confidence 
Box 3193 Ad. _ Weekly 1s Fleet St BCs 


ABLISHED sik screen 
printers specialising in wie quality work 
wish to appoint an agent covering the 
South Coast and adjacent areas. The 


epresenting L 
fox 3381 Ad. Weekly 180 Plect St BOS 


CAPTIAL WANTED w develop live 


publishing firm. One publication going 
six years. 50,000 circulation. Refer- 
ences _— and required. A genuine 


Bor 33 M2 Ad. Weekly 180 Ficet St BC4 


HOUSE MAGAZINES 


is there a concern that wishes to pro- 
duce a really high-level house magazine! 
Publications consultant, London, with 
first-class production resources, would 
welcome inquiry from organisation 
whose attitude is adult. 


Box 3383 
Advertiser's Weekly 180 Fleet S1 EC4 


WANTED FIRST CLASS Lance 
Artists — lettering - retow ‘ sul 
life-fgure, etc Accommoc :1 ava 
able in comfortable well-i: sudios m 
Holborn area at reasona ve 
rates Work avallabic 
Box 5312 Ad. Weekly 180 | Ss ECS 

FREE LANCE ARTISTS for ©) (yom of 
Commercial Art who requir: ser 
vices of an agent Please | “ 

Box 3380 Ad. Weekly 180 |! ECA 


SINESS OPPORTUNITIES 


SILKSCREEN PRINTERS. | 


@uired by Genera) Prin “ i 
introduce business and capt West 
End prefern 

Box 3363 Ad. Weekly 180 EcC4 
ADVERTISING — up 


required in competen a” 
level executive from om ar 
ovemiment, and contact J 
_ Box 3362 Ad. Weekly |» ‘4 
ESTABLISHED ARTIST» AGENT 
ee for experienced 
intwoduce regula : z 
& et Ad. Weekly 


’Phone your Classifieds to CHA 8844 (Ex 25) 


PRINTERS 


ADVANTAGEOUS TERMS for printing 
monthly news sheets or emall w 
pa Broadsheet or folio. Newar 
Advertiser, New 


ec 
monthiies. Felix McGlennon Lid., City 
Garden Row, N.i. Clerkenwell 2465/6 


PERIODICALS, 


Weekly, monthly, quarterly magazines 
and price lists well printed in small 
modern factory at prices you will be 
pleased to pay Up-to-date type 
setting, high-speed automatics. Careful 
supervision. Estimates willingly sub- 
mitted. 

SUTTONS Printers, 

Paignton Tel. 5542. 


MISCELLANEOUS 


The Corporation of Chelmsford offer 
& prize of £5 Ss for the best design 
eubmitted for the cover of «& 
Coronation Souvenir Programme, size 
10 io, x 8 in 
Entries to Coronation Office. Civic 
Suite, Public Liteary, Cheimsford 
not ijater than December 31, 1952 
Unsuccessful entries will be re 
turned if postage ® enclosed with 
entry. Designs should be suitabic 
for reproduction by a two colour 
process 


ACCOMMODATION 


STUDIO TO LET of Knighwbridge, le 
floor 23 ft «= 14 ft. 3 large windows 
Water, phone, £200 p.a. inclusive 
Box 3389 Ad Weekly 180 Fleet St B04 

TO LET—four excelient sites for per- 
manentiy paimied adgvertiscments being 
eclinguished by National Advertiser 

iverpool —_ gl ws £150 per 


ann 
Box 3364 Ad Weekly 180, Fleet St BC4 


LONDON AGENCY (West Cenirai) 


ers light studio with all services to 
two fromt rack Commercial Artists on 
very favourable terms 
Box 3192 Ad. Weekly 180 Ficet & EC4 


SPECIAL ANNOUNCEMENTS 


See November 27 issue of 
Advertiser's Weekly, pages 518- 
519 and 520 for the Advertising 
Services & Supplies Section. 
December 25 will be the next 
issue containing these Services, 
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ADVERTISER'S WEEKLY 
275 aN 
—- ~N 
Id better take some ----° 


TuHurspay, DecemMBeR 11, 


Here's the sign of 
\ WINTER WISDOM 


Tmeans Gute Witter SAFETY 


Fit the tyres designed to meet and master treacherous 
winter road cond tions the tyres with the GolJ 
Seal ‘Dunlop’ and Dunlop ‘Fort’ The safet 
secret is in the unique patented tread which, wit! 
its scientifically disposed knife-cuts, squeegees 
the water-film away so that the thousands of 
staggered “teeth” can geta powerful grip o 
the road a grip that lasts throughout 

t z I tread pattern, which 
sign right to the end 
a is the rubber liner 
of Gold Seal tyres. It 
es risk of damage from chance 
deflation and kerb impact 


DUNLOP 


THEY'RE FIRST IN SAFETY & LONG LIFE - 


“49 they cos no more { 


ADVERTISERS—here is a unique — nar 


advertising medium that puts your —_ ST 0 Pp P RESS iain 
product's name prominently before the 
purchaser —just when she is spending 


her money. DISPLAY MEN PLAN BOROUGH’S 
Redfern Advertising Rubber Mats are CORONATION DECORATIONS 


permanent reminders at the point-of- onda aintin th 2 


j | strike f Coronation 
sale, and incorporate any trade name, | yo Me Te ne bam ye " CEREAL » 
mark or slogan in any combination of Kensington, the models for which EW FOO 

: have been carried out by City Dis- Adv will to 
colours. Shopkeepers ask for and dis- — play Organisation. Models now on esting cast tn medical 


" press and limited number of 
view at Kensington Town Hall. ti N 
. nationals Year for the new 
help to Main feature is a medieval -s in New 
play these mats, because they help canopy 35 ft. high and 30 ft. in } wy =e ereal Food. Regular Tre 
furnish the shop. length, decorated with crowns and ect mail shots to mothers 


ili also publicise new line tg 
¥ heraldry in colours of Royal | “ 
Well-known names appearing On | Borough stretching from Palace | Tetalls at —— as). Fo 
DOORWAY MATS FLOOR MATS pode Advertising Rubber Mats in- | Gate = a ey — » Mle | Raymond Leone, ‘Soom —+ 1 
; edfern ertising Ru ats in- minated pylons 18 to eet high 
8 decorated with floral crowns and | ‘xed before final selection. Agents 


com mats - pantsmats _—-Clude Atlas Lamps, V. P. Wines, Zubes, Sewer poses will mark borough | 
un 
cai Brooke Bond Tea, Phosferine, Robbialac, Bensers of red and green - : 
_ Battersby Hats, John White shoes. heraldic plaques will adorn every | LOCAL NEWS-MAGAZINE 


central lamp-post in principal sho o 
| ping streets. q «4- ied old int bree Opinion” local weekly 
prints from British Museum, show- | jimirated Dens-magazine launched . 
ing scenes from Coronation Proces- now Publications Ltd. to sell 
sion of Charles | to be ¥* at twopence. If successful will be 
decorate the library one of series of at least six. Editor, 
’ Raymond Richards formerly of 
“Collins Magazine,” ad. manager 
B B iz R MATS Film of British Pavilion at Zagreb J. L. Hill, previously with Gale & 
ADVERTISING RU International Fair shown to press Polden Ltd. who are magazine's 
. - | and exhibitors’ representatives by printers, ad. contractors, photo- 
teomind ar the a - sale Auger & Turner Ltd. who represent graphic contractors. Display rates 
Fair in Britain. Film highlight visit 6s. per s.c.i. 
of Marshal Tito. 
REDFERN S RUBBER woRr«s Limited oS eam, canmntinn Gnustes a 


of Auger & Turner Lid., sa 
NATIONAL ADVERTISERS DIVISION HYDE - CHESHIRE  Pegueste for space at the 1983 Fair Derek Danvers has been up- 


pa Le ane already sufficient to fill hall pointed advertisement manager of 
Pavilion. “Transport World.” 
~~ Published by the Proprietors, rs, BUSINESS “PUBLICATIONS, “Ltd, s at ther office 3 at 180 Fleet "Se ee tendon, EC4 (Prone: Chancery 8844) 7 
December t!, 1952. Printed in Engiand by Scapies Printers Limited at cheir Great Titchfield Sereet, London establishment 
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